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TRANSIT COOPERATIVE RESEARCH PROGRAM

The nation’s growth and the need to meet mobility, envi-
ronmental, and energy objectives place demands on public
transit systems. Current systems, some of which are old and in
need of upgrading, must expand service area, increase service
frequency, and improve efficiency to serve these demands. Re-
search is necessary to solve operating problems, to adapt appro-
priate new technologies from other industries, and to introduce
innovations into the transit industry. The Transit Cooperative
Research Program (TCRP) serves as one of the principal means
by which the transit industry can develop innovative near-term
solutions to meet demands placed on it.

The need for TCRP was originally identified in TRB Special
Report 213—Research for Public Transit: New Directions, pub-
lished in 1987 and based on a study sponsored by the Federal
Transit Administration (FTA). A report by the American Public
Transit Association (APTA), Transportation 2000, also recog-
nized the need for local, problem-solving research. TCRP, mod-
eled after the longstanding and successful National Cooperative
Highway Research Program, undertakes research and other
technical activities in response to the needs of transit service
providers. The scope of vice configuration, equipment, facilities,
operations, human resources, maintenance, policy, and adminis-
trative practices.

TCRP was established under FTA sponsorship in July 1992.
Proposed by the U.S. Department of Transportation, TCRP was
authorized as part of the Intermodal Surface Transportation Ef-
ficiency Act of 1991 (ISTEA). On May 13, 1992, a memorandum
agreement outlining TCRP operating procedures was executed
by the three cooperating organizations: FTA, the National Acad-
emy of Sciences, acting through the Transportation Research
Board (TRB), and the Transit Development Corporation, Inc.
(TDC), a nonprofit educational and research organization estab-
lished by APTA. TDC is responsible for forming the independ-
ent governing board, designated as the TCRP Oversight and
Project Selection (TOPS) Committee.

Research problem statements for TCRP are solicited periodi-
cally but may be submitted to TRB by anyone at anytime. It is
the responsibility of the TOPS Committee to formulate the re-
search program by identifying the highest priority projects. As
part of the evaluation, the TOPS Committee defines funding
levels and expected products.

Once selected, each project is assigned to an expert panel,
appointed by the Transportation Research Board. The panels
prepare project statements (requests for proposals), select con-
tractors, and provide technical guidance and counsel throughout
the life of the project. The process for developing research
problem statements and selecting rescarch agencies has been
used by TRB in managing cooperative research programs since
1962. As in other TRB activitics, TCRP project panels serve
voluntarily without compensation.

Because research cannot have the desired impact if products
fail to reach the intended audience, special emphasis is placed
on disseminating TCRP results to the intended end-users of the
research: transit agencies, service providers, and suppliers. TRB
provides a series of research reports, syntheses of transit prac-
tice, and other supporting material developed by TCRP research.
APTA will arrange for workshops, training aids, field visits, and
other activities to ensure that results are implemented by urban
and rural transit industry practitioners.

The TCRP provides a forum where transit agencies can coop-
eratively address common operational problems. TCRP results
support and complement other ongoing transit research and
training programs.
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PREFACE

FOREWORD
By Staff
Transportation
Research Board

A vast storehouse of information exists on many subjects of concern to the transit in-
dustry. This information has resulted from research and from the successful application
of solutions to problems by individuals or organizations. There is a continuing need to
provide a systematic means for compiling this information and making it available to
the entire transit community in a usable format. The Transit Cooperative Research Pro-
gram includes a synthesis series designed to search for and synthesize useful knowledge
from all available sources and to prepare documented reports on current practices in
subject areas of concemn to the transit industry.

This synthesis series reports on various practices, making specific recommendations
where appropriate but without the detailed directions usually found in handbooks or de-
sign manuals. Nonetheless, these documents can serve similar purposes, for each is a
compendium of the best knowledge available on those measures found to be successful
in resolving specific problems. The extent to which these reports are useful will be tem-
pered by the user’s knowledge and experience in the particular problem area.

This synthesis will be of interest to transit agency general managers, their marketing
and advertising staffs, as well as to others dealing with revenue generation on behalf of
transit agencies. It offers information from selected North American and other transit
agencies about the existing environment for advertising on transit property and describes
agency experiences. It also explores innovative revenue-generating practices.

Administrators, practitioners, and researchers are continually faced with issues or
problems on which there is much information, either in the form of reports or in terms
of undocumented experience and practice. Unfortunately, this information often is scat-
tered or not readily available in the literature, and, as a consequence, in seeking solu-
tions, full information on what has been leamed about an issue or problem is not as-
sembled. Costly research findings may go unused, valuable experience may be overlooked,
and full consideration may not be given to the available methods of solving or alleviat-
ing the issue or problem. In an effort to correct this situation, the Transit Cooperative
Research Program (TCRP) Synthesis Project, carried out by the Transportation Research
Board as the research agency, has the objective of reporting on common transit issues
and problems and synthesizing available information. The synthesis reports from this
endeavor constitute a TCRP publication series in which various forms of relevant infor-
mation are assembled into single, concise documents pertaining to a specific problem or
closely related issues.

This report of the Transportation Research Board reports on the notion that there are
as many opportunites to generate advertising revenue as there are pieces of equipment,
property, and printed material at the transit agency.

To develop this synthesis in a comprehensive manner and to ensure inclusion of

significant knowledge, available information was assembled from numerous sources,
including a number of public transportation agencies. A topic panel of experts in the subject
area was established to guide the researchers in organizing and evaluating the collected
data, and to review the final synthesis report.
This synthesis is an immediately useful document that records practices that were ac-
ceptable within the limitations of the knowledge available at the time of its preparation.
As the processes of advancement continue, new knowledge can be expected to be added
to that now at hand.
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TRANSIT ADVERTISING REVENUE: TRADITIONAL

SUMMARY

AND NEW SOURCES AND STRUCTURES

Transit agencies across the country are examining opportunities to increase revenues as
decreasing subsidies from federal, state, and local governments and increasing funding
needs become ever more pressing. The appeal to transit agencies to contract with an adver-
tising agent who will sell advertising space on and in buses, trains, stations, shelters, and
other agency property is completely understandable—advertising provides revenue. With
what appears to be a modest investment in personnel and time, the transit authority is
usually guaranteed a minimum annual revenue flow and a share of net revenues above an
agreed upon minimum. In addition, the transit authority can include trades with media for
unsold space. They can also use unsold space to promote the system’s transportation serv-
ices and to offer ad space for public service announcements and to nonprofit organizations.

This is a time when corporations and industries with previously conservative approaches
to advertising are showing up on buses, kiosks, and other forms of outdoor advertising in
record numbers. It has been called the golden age of out-of-home advertising as the fashion
industry and the media, to name but two relatively new categories of outdoor advertising
clients, discover the potential for exposure beyond the traditional realms of print and
broadcast ads. Is transit aware of the value of their inventory as a commercial resource
and are they making the most of those assets? There are those who argue that permit-
ting advertising on publicly supported transit systems demonstrates responsible stewardship
and respect for the taxpayers’ hard-earned dollars by maximizing every opportunity to use
less of them. Others express concern about the visual impact the ads have on the public
landscape.

This synthesis describes the existing transit advertising environment and agency experi-
ences. It also explores new areas of innovative revenue-generating practices. Twenty-six
transit authorities—large, medium, and small, bus-only, rail-only, and mixed modes, from
Newark, New Jersey to Honolulu, Hawaii—were surveyed. Care was taken to include
transit agencies of all sizes and from every region in the nation in a survey conducted in the
early months of 1997. The Kowloon Motor Bus Company is the 27® transit system included
in the survey and the only foreign transit agency represented in the survey analysis. The
questionnaire is provided in Appendix A.

Of the surveyed agencies, 85 percent sell or lease advertising space and more than three-
fourths of them contract for the service. Annual revenues from advertising range from a low of
$1,000 a year in Dayton, Ohio—where only public service ads are permitted and a nominal
fee is charged—to $17 million in New York City. If additional revenues are the biggest
plus, some of the areas for concern by transit authorities still thinking about whether to
start an advertising program include legal, operational, safety, and aesthetic issues.

Some cities that have laws regulating outdoor advertising and sign codes may prohibit
some forms of advertisements. Transit agencies that allow advertising on their vehi-
cles and property have varying degrees of control over ad content. Although every agency
has advertising policies and standards that prohibit false, obscene, or vulgar content, the
fact is that people differ in their interpretations of what constitutes false, obscene, or vulgar



material and law suits have been brought and continue through the courts on these matters.
Lawsuits that are currently wending their way through the appeals process may help to
clarify the issue of content control.

Operational concerns include restrictions of buses with certain ads to those routes that
have specific demographics of interest to an advertiser. This requirement could be viewed
as reducing a transit authority’s flexibility in assigning buses to garages and routes and
adding associated costs. Another maintenance issue is related to the use of paint and direct
application ads and the need to touch up or repaint vehicles that have been painted or cov-
ered with adhesive material. Most contracts now call for the advertising contractor to bear
the costs of such maintenance for painted or whole-wrapped buses.

Safety concerns range from decreased visibility—because ads on shelters and windows
could limit clear views and natural sight lines—to concerns about opportunities for in-
creased vandalism and graffiti.

Transit authorities with no advertising revenue program may worry that selling ads
might detract from a positive public image. The subject of ad content is highly volatile.
Proponents of free speech often find themselves at odds with those who worry about com-
munity standards and the images that young people are exposed to in public places. Clearly,
these issues deserve and are receiving careful consideration.

Advertising is but one area of revenue enhancement under exploration by transit
authorities. From fees collected for vending machines and pay phones to marketing mer-
chandise and expertise, transit authorities continue to evaluate many opportunities for new
revenue sources. Agencies with rights-of-way are leasing space for cables, pipelines, and
utilities. Real estate leases, including air rights above and around stations bring added
revenues into transit agency coffers.

One of the most frequently cited examples of “mining every possibility” is the Central
Florida Regional Transportation Authority (LYNX) in the tourist mecca Orlando, Florida.
This 250-bus operation using an in-house staff of two commissioned sales people reports a
$2.5 to $3 million annual revenue stream from advertising, sponsorships, merchandising
sales and, in their own words, “everything we can think of.” They are currently contemplat-
ing using on-board videos and broadcasting from their buses to tap additional revenue.

Advertising dollars represent a small percentage of transit agency budgets and are, in
fact, even a small percentage of annual fare box revenues. However, in this era of increas-
ing demands on ever-shrinking dollars, the chance to leverage revenue from existing pas-
sive resources is sought and welcome, but not necessarily in every way or in every venue.

In Montreal, for example, the transit authority has used hub cap ads, bus hand-straps
shaped like Coca-Cola bottles, and has even wrapped whole trains in ads. They are explor-
ing a station commercialization program that would turn a station over to a company and
let that company paint the entire station with its colors and logo, add stores, demonstrate
new products, and distribute information.

While some people may find such commercialization crass and offensive, others may
find it opening exciting possibilities. The debate is far from over. The board of directors of
one major Bast Coast transit agency terminated its whole bus advertising program in De-
cember, 1996 and rejected a $1.8 million guaranteed revenue stream over a 5-year period,
because it believed that whole bus ads were incompatible “with the local environment.” The
lawyers are now working out the impact of that decision on their contractual obligations.
The idea of whole bus advertising is made more palatable for some people as transit
authorities consider a discount “cultural affairs” rate for museums and opera houses.

Most major transit authorities in the country allow advertising on some portions of their
vehicles and property. Transit authority boards across the country continue to debate the
shape and scope of acceptable advertising policies.



CHAPTER ONE

INTRODUCTION

BACKGROUND

Reacting to funding cutbacks and increasing revenue
needs, many transit agencies are looking at increasing the
amount and kinds of advertising that they permit on transit
facilities and equipment as a way to raise additional reve-
nue. The search for new dollars came at the same time that
marketing experts were looking for new ways to carry their
messages to consumer audiences outside the home.

The term “out-of-home” media means literally whatever
carries advertising messages to the consumer outside of the
home—not print and television ads. It includes everything
from billboards and posters to displays on transit vehicles, on
shelters, in stations, airports, shopping malls, sports arenas
and supermarkets. The history of billboards in this country
spans a century with advocates pointing to a proud tradition of
providing consumers with valuable information about every-
thing from gas and lodging to other necessary services. De-
tractors point to the proliferation of signs and the “blight” of
pillboards. The battle raged for years and culminated in the
mid 1960s with passage of national legislation limiting high-
way billboards.

In 1970, according to industry figures, out-of-home billings
equaled $260 million. By 1996, that figure was $3.76 billion.
Advertising on transit property represents about 10 percent of
that total (1). This is certainly a sizable amount and one that
cannot be ignored. In a Woman's Wear Daily article in 1995, a
Gannett outdoor advertising executive was predicting growth
in advertising sales for fashion, fragrance and cosmetic coni-
panies of 20 percent over the previous year. This explosion in
outdoor advertising is reflected in dollars and cents. The same
article notes that “The focus of outdoor advertising has
shifted from billboards to buses because they penetrate ur-
ban centers from shopping districts to upscale residential
areas”(2). The article goes on to say that bus advertising
reaches people too busy to read a magazine. Advertisers have
discovered the value of transit ads, but do transit agencies
understand the competitive environment that exists for out-
of-home advertising and how to maximize the benefit for
transit?

Transit agencies are eager to explore innovative ways to
fund transit and make their services more appealing and cus-
tomer-friendly to passengers. Is selling advertising consistent
with those goals? Do passengers benefit from the messages
they have in front of them and around them? No independent
research studies of these questions turned up in any of the
searches done for this synthesis.

Agencies that are strapped for money may not be able to
buy information kiosks, but permitting advertising in and on
the kiosk could be a way to pay for them. A model for such
an effort is the purchase and maintenance of bus shelters by

advertising agents who contract with cities or transit agencies
to install the shelter and sell the advertising space.

Are there touch screen kiosks and TV monitors coming to a
nearby transit station any time soon? Information age technol-
ogy continues to evolve, providing potential customers with
better, more timely and targeted information on how to use
transit. “Intelligent Transportation Systems” are taking new
forms and advertising may be one of the ways to provide the
customer with affordable, real-time information. A number of
projects are underway throughout the country, some of
them are described in chapter 5. However, at this time, the
promise of revenues is unfulfilled as development and
capital costs are borne by government agencies and some
public/private partnerships.

There is not a lot of literature currently available on the
subject of transit advertising. What there is has been gleaned
for this synthesis.

PURPOSE AND SCOPE OF WORK

The intent of this synthesis is to describe current practices
in transit advertising at a representative cross-sampling of the
nation’s transit authorities, as well as to take a limited look at
what innovations are taking place in other countries. Transit
operators were asked to provide the following information:

equipment and facilities;,

total revenue from all advertising on their system;
advertising policy guidelines;

advertising contract management; and

other innovative revenue sources.

Of the agencies responding to the questionnaire, 15 percent
do not sell or lease advertising, but several of them expressed
interest in the results of the study to help them determine if
they should consider such a program. The transit agency in
Las Vegas, Nevada, reported in the synthesis survey that it had
issued a request for proposal for an advertising contract in
early 1997.

Transit Agency Profile

The agencies were asked about the number and kinds of
vehicles they operate, the facilities and rights-of-way they
own, as well as their annual operating budget. The range in-
cludes an agency with 20 buses and no advertising program to
one with 3,600 buses, 5,800 rail cars and ads on virtually any
potential ad medium.



Advertising Revenue Data

Of the surveyed agencies, 85 percent sell or lease advertis-
ing space in or on their system on everything from their trains
and buses to farecards, maps, and timetables. More than half
sell whole-bus advertising; one transit agency makes its over-
passes and trestles available for signs and posters.

This synthesis describes the different forms that advertising
can take on rolling stock and facilities. It also identifies the
annual revenues generated from these ads, from the smallest
system in the midwest to the largest fleet on the East Coast.

Advertising Policies

All of the responding agencies that sell ad space have pol-
icy guidelines. Many systems restrict alcohol and tobacco ad-
vertising, from a total ban to a limit on the percentage of such
ads sold. Tobacco advertising is in a state of flux at this writing
with a potential settlement under review that could drastically
change tobacco marketing. Other restrictions on ad content
deal with objectionable, indecent, libelous or political content. The
issue of controlling content concems transit agencies. Although
almost three-quarters of the survey respondents have never been
sued, the results of a Southeastern Pennsylvania Transportation
Authority (SEPTA) case that, at this writing, is in the Court of
Appeals will have far-reaching implications for all transit
systems. This case is more fully described in chapter 3.

The number of responding agencies using their own serv-
ice-related promotions and providing public service advertis-
ing is also reported in the synthesis findings.

Advertising Conftracts

This synthesis examines the practices of those transit
agencies contracting out advertising sales and those who do
their own selling in-house. A list of the firms that respondents
contract with is included in Appendix C. Readers discover
which transit agencies use in-house staff, pay a commission to
their staff, and how much. An explanation is provided in the
synthesis of how the contracts provide fixed fees or a shared
arrangement for annual net billings over an initial guaranteed
minimum. Contract auditing issues are also covered.

Other Revenue Sources

More than half of the transit agencies that responded an-
swered that they had revenue sources other than riders and
subsidies, from fees for pay phones to charter service, in addi-
tion to advertising revenue. One-third of the agencies own
their own rights-of-way and lease them to other companies.
More than half the agencies surveyed barter and trade for
both products and services, most dealing with media trades.
Licensing and sponsorship agreements, from toy trolleys to
annual jazz fests, offer transit agencies other entrepreneurial
opportunities.

Innovations

What may appear innovative to some transit systems may
be standard practice for others. Transit agencies are exploring
everything from merchandising their route maps on tee shirts
and postcards to marketing their expertise to other properties.
One southern bus company even sells newspapers in the
morning. A Chicago commuter railroad provides cell phones
for its customers to increase customer amenities, satisfaction,
and ultimately ridership and revenues. Film location fees are
another innovative way to raise revenue. A discount “culture
rate” for whole-bus advertising could spur interest for ads by
theaters, museums, and opera companies.

Leave it To The Experts?

Transit agencies are looking for new sources of revenue
and media buyers are looking for opportunities to influence
potential customers and increase their market share. Do these
interests intersect at a transit station? Simply because a transit
agency decides it is going to make its vehicles and property
available for advertising does not necessarily mean it is in an
area with a population that will attract the interest of advertis-
ers. People in Vermont may not want to buy air conditioners,
but they may be interested in sun lamps. People in Hawaii are
more likely to go for the air conditioners. It is difficult to
gauge how hard it is to place the “right” advertiser with the
“right” transit agency.

Large ad agencies may have the market research to match
their clients with the “right” transit system, rail line or bus
route. They may have national clients who are interested in
exposure in every media market and may prefer not to deal
with many different transit authorities. Or the large ad agency
may miss golden opportunities to deal with local or regional
advertisers because the national ones are so easy for them.
Which approach makes sense for transit? Go with the experts
in the field or create an in-house capability? This synthesis at-
tempts to sort out the options.

METHODOLOGY

A comprehensive questionnaire was developed with advice
from the Synthesis Topic Panel members and transit agency
experts. This synthesis incorporates the survey data, informa-
tion gathered from interviews, conversations, reports and news
articles. Respondents were asked to provide photographs of
their advertisements, samples of their contracts and copies of
their policies and many obliged.

A number of extended conversations were conducted with
selected marketing managers about their advertising programs.
Thanks go to staff from: Washington Metropolitan Area Transit
Authority (WMATA), Bay Area Rapid Transit District
(BART), Metropolitan Transit Authority in Houston (METRO),
Southeastern Pennsylvania Transportation Authority (SEPTA)
and Central Florida Regional Transportation Authority



(LYNX), Seattle/King County (Metro) and to Transportation
Displays, Inc. and Outdoor Services, Inc.

Finally, a literature search was done using the Internet and
the Transportation Research Information Service (TRIS), as
well as a review of industry publications and periodicals with
the help of staff at the Federal Transit Administration. Unpub-
lished reports made available by the Eno Transportation
Foundation proved quite valuable in identifying innovative
activities in other countries.

The first chapter introduces the subject and the organiza-
tion of the report material. Chapter 2 provides information
about who’s doing what. It incorporates an inventory of transit
equipment and facilities that are being used for advertising in
addition to their original transportation purposes.

Chapter 3 includes survey information about the advertis-
ing policies at various transit properties, addressing experi-
ences with lawsuits and other controversies faced by systems.
Chapter 3 also explores alcohol and tobacco advertising pol-
icy, and attempts to answer the question: How important are
tobacco and alcohol sales to transit in terms of total advertis-
ing revenue dollars? In addition, public service announce-
ments and their role are examined.

Chapter 4 looks at the financial side of advertising. How
much are transit agencies making? What factors should be
weighed in deciding if the program is worth the effort? What
resources are used? How can an agency decide?

Chapter 5 explores new sources and structures, along with
some ideas from Canada, England, Ireland, Japan, and Hong
Kong.

Chapter 6 has a summary of findings and incorporates four
transit authority profiles. one with an in-house advertising
program, one that contracts out for that function, one major
bus agency that does not allow advertising on its system and a
fourth agency that has incorporated advertising into its bus
design.

Chapter 7 offers conclusions and suggestions for further
study. Appendices follow and include the Questionnaire, the

list of transit agencies surveyed, their advertising agencies,
advertising policies, and a sample contract.

LITERATURE SEARCH

As previously mentioned, there is little in the literature on
the subject of transit advertising revenues. Two of the most
valuable reports surfaced through conversations with col-
leagues. The American Public Transit Association (APTA)
identified an internal study that had been prepared by The Houston
METRO in 1995. It was a comprehensive review of the nation’s
20 largest bus companies and their costs and policies regarding
on-system advertising (3). Appendix D provides data from that
study. Another report with useful information was prepared in
1992 by the Federal Transit Administration (FTA) on alcohol
and tobacco advertising policies and the extent to which
transit authorities rely on those advertising dollars (4).

A third valuable source was the Eno Transportation Foun-
dation. It provided several draft documents to facilitate the
study of innovative transit revenue-generating practices in
other countries. The documents were prepared as a result of an
International Transit Study Program mission to Canada in late
1996 to review transit operations (5). The program was funded
by the Transportation Research Board and conducted by the
Eno Transportation Foundation. Questionnaires sent to Lon-
don and Singapore were not returned, the information on those
systems is anecdotal, and from news reports. The author vis-
ited Japan and observed a number of advertising innovations
described in chapter 5.

“The Complete Guide to Creative Out-Of-Home Media
Forms” is a valuable resource on the entire spectrum of out-of-
home displays that are available (Z). The guide gives descrip-
tions, dimensions, and illustrations of the various media that
can be employed to reach client audiences. It also describes
how changes in technology have improved the reproduction of
quality art into billboards.



CHAPTER TWO

TRANSIT ADVERTISING: WHO’S DOING WHAT?

OVERVIEW

The data for this synthesis were obtained from 26 of the 45
transit agencies in the United States that received a questionnaire,
a 58 percent response rate. Appendix B lists the questionnaire re-
spondents, their region, and the size of their system.

In addition, the questionnaire was sent to 11 foreign transit
agencies in Hong Kong, Singapore, and London. Only the
Kowloon Motor Bus Company in Hong Kong returned the
survey in time to have the data included in the statistical
analysis. Data from two other agencies and the Kowloon
Railway of Hong Kong came in too late to be included in the
survey analysis, but information obtained from those systems
is incorporated into the overall findings. These three systems
are included in Table 1 with an asterisk to denote they are
outside the analysis. The profile includes the system size, lo-
cation, equipment counts, whether or not they sell advertising
space, the annual operating budget and revenue from ads, as
well as a column featuring other revenue sources.

AGENCY PROFILES

Of the agencies responding to the questionnaire, 96 percent
operate buses. Fleet size varies from a low of 20 buses in a
Maryland suburban jurisdiction to a high of 3,600 buses in
New York and Hong Kong. Other vehicles operated by the re-
sponding transit agencies include a mix of paratransit vehi-
cles, light rail, heavy rail, mall shuttle buses, electric cars, and
even two inclines in Pittsburgh (see Table 2). No agency in the
survey group advertises on its paratransit fleet.

The annual operating budgets of the agencies surveyed re-
flects their size and complexity, with a range of $4.5 million to
$3.1 billion for New York to Hong Kong’s HK$4 billion
(roughly equivalent to $506.3 million.) (Table 3). Advertising
revenues range from a low of $1,000 a year in Dayton, Ohio,
where they post ads for nonprofits only and charge a fee of $50
per 100 ads for that service. The top of the range is the $17
million per year reported for New York’s bus and subway
system. (This includes only the New York City Transit
Authority, not the New York MTA revenue stream, which ap-
proaches $33.5 million.) The Kowloon bus system reports ad-
vertising revenue of HK$45 million, which translates into
more than $5.7 million. Figure 1 shows Kowloon buses with
advertising.

ADVERTISING PROGRAMS

The world of advertising has entered new arenas—literally.
New sports stadiums are taking on the names of major

company advertisers, such as the MCI Arena in Washington,
D.C. Where once there was Yankee Stadium or Fenway Park
or Griffith Stadium, named for teams and owners, now stadi-
ums are named for corporate sponsors, such as the USAir
Arena. Candlestick Park has become the 3COM Park at Can-
dlestick Point. Every sporting event has the names and logos
of major companies plastered on the walls of the arena, em-
bedded in its ice, and embroidered or stamped on the clothing
of athletes.

The International Olympics may appear to some observers
to have more sponsors than players. Looking at the marketing
of the Olympics is instructional. Official sponsorships of the
Games’ name and image, the five-circle logo, were sold, creat-
ing a bonanza for the International Olympic Committee. There
are those who applaud the business acumen that created this
revenue from intangibles and there are those who bemoan the
commercialization.

A conversation with the former president of the Centre
Group/USAir Arena, who was actively involved in the plans
and negotiations to rename the arena was enlightening. The
stadium selling and naming business has become such a
common practice that agents now handle these transactions
routinely. Matching an arena’s assets to the advertiser’s needs
and desires is what counts. The traffic and exposure is an asset
that advertisers are willing to pay for and they need to be measured
accurately since all advertising fees are based on “exposures,”
whether it’s broadcast or print, billboard or mascot.

The in-house team from the Centre Group that put together
the offering calculated how many times the stadium’s name
appears in the newspapers, is announced during sports broad-

-casts, is discussed by attendees, and so on. Every opportunity

for a commercial message, such as new signage, scoreboards
with electronic images, logos on the basketball court, was
carefully calculated on how many times that imprint would be
carried during nationally or internationally televised games.
USA:ir, the airline now known as US Airways, reportedly paid
$1 million a year to have Capital Centre in Landover, Mary-
land, renamed USAir Arena. .

When stadium executives first developed their proposal,
they were very conscious of public reaction and concerned
about not being invasive or intrusive. They broke new ground
and the rest, as they say, is history. For the new Washington,
D.C. arena, US Airways did not pursue the naming rights and
MCI reportedly paid $44 million for a 10-year deal.

The ability to associate a product with a function that peo-
ple attend and enjoy has become part of our daily existence
from art exhibits to tennis tournaments. Picasso’s Early Years
exhibit was sponsored by Bell Atlantic; Sara Lee Corporation
and Ameritech helped bring the Monet Exhibit to the Art Insti-
tute of Chicago; and Penzoil helped the Indianapolis 500 hap-
pen. Sports fans can find tennis finalist Boris Becker at the
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TABLE 2
FLEET SIZE
Percent

Number of Vehicles Buses Paratransit Vehicles  Light Rail Cars  Heavy Rail Cars
<100 15 75 28
100-499 38 25 14
500-1,000 19 - 28
1,000 + 23 - 28

Source: 1997 Survey of Transit Agencies.

Mercedes Cup in Stuttgart, Germany and Ernie Els golfing to
victory at the Buick Classic or see Tiger Woods wearing his
Nike cap.

TABLE 3

OPERATING BUDGET
Total Dollars Percent
< 10 million 7
10 million to < 100 million 44
100 million to < 1 billion 41
1 billion + 7

Source: 1997 Survey of Transit Agencies.

it

FIGURE 1 Kowloon buses.

TRANSIT ADVERTISING OPPORTUNITIES

Transportation facilities, like sporting arenas, are seen as
ideal locations for messages to be beamed at captive viewers.
Airline terminals and many airplanes now have television
monitors; airports, intercity train and bus stations have post-
ers. Transit agencies, too, are boarding the bandwagon.

There are almost 6,000 transit agencies in the United
States, more than 2,200 operate bus service and some operate
more than one mode. There are approximately 67,000 buses,
10,000 heavy rail cars, and 4,500 commuter rail cars operating
in this country (6). More than half the buses in the United
States carry advertising (I).

According to a survey of advertising revenue practices con-
ducted in 1994, of the 20 largest bus agencies in the country,
only Houston’s METRO did not have a bus advertising pro-
gram (3). Of the agencies (small, medium, and large) surveyed
for the synthesis study, 85 percent sell or lease advertising on
their vehicles. More than half the agencies surveyed for this
study have whole-bus advertising. One transit agency used a
whole-bus ad to do an executive search for its new General
Manager (Figure 2). LYNX painted Mount Rushmore on a
bus with one of the faces blank and the words: “LYNX Wants
Another Monumental Leader” superimposed on the scene. The
agency parked the bus at a meeting of transit general manag-
ers held in Florida.

TRANSIT ADVERTISING DISPLAYS

Exterior bus posters, displayed on the front, back, and sides
of the vehicle, offer advertisers high exposure, particularly in
large urban areas. There are commuters and tourists, or people
in cabs, rental cars, and on foot who can see the rolling bill-
board go by. According to “The Complete Guide to Creative
Out-Of-Home Media Forms,” bus exteriors are available in 80
to 85 percent of the top 100 markets in the United States on
more than 36,500 buses. The bus exteriors provide “mass
audience exposures” that are repeated and reinforced as they
follow the same routes every day (I).

Whole Bus Ads

The “wrapped” or “painted” whole buses are considered
premium advertising and the total number is usually limited or



e Lo N

‘HELP WANTED' AD ON WHEELS—LYNX, the Central Florida Regional
Transportation Authority, took its search for a new executive director right to
the source on Feb. 4. The authority, which is conducting a national search to
replace outgoing Executive Director Paul Skoutelas, painted one of its buses
to read "LYNX wants another monumental leader.” LYNX then parked the spe-
cial bus outside the Lake Buena Vista Hilton, where APTA was hosting the
annual General Managers Seminar. Like its memorable pink buses in 1990,
the “Help Wanted” bus was the brainchild of Jacob Stuart, chairman of the
Search Committee and executive director of the Greater Orlando Chamber of
Commerce.

FIGURE 2 LYNX Mount Rushmore bus.

capped to maintain that premier positioning. The painted
buses have the ads literally painted on the outside surface of
the bus and when the contract term expires, the bus is then re-
painted to the agency’s colors. The wrapped bus is entirely
covered by a full-color advertising design. Two different vinyl
applications are applied to the bus, like a very big bumper
sticker. One type of vinyl is applied on the bus and the other
on the windows. A special transparent film is applied to the
windows so people inside the bus can see out, even though the
outside is printed.

The introduction of the transparent window application
created renewed interest in whole-bus ads. Now people are
getting used to seeing a bus-size loaf of bread or an airplane
go rolling by on the city street (Figure 3). A 1995 survey of the
20 largest bus companies in the country, plus the Orlando
system found: “Within the 20 largest bus properties, no agency
has more than 20 painted buses at this time. Only LACMTA

(Los Angeles) has 20 painted buses”(3). The notable excep-
tion then, as now, is LYNX.

A recent conversation with the LYNX marketing director
revealed that it currently has 70 painted buses. The whole fleet
of 250 buses is available for sale, for trades, and for non-
profits. LYNX paints almost all of its buses unless an adver-
tiser has a full wrap that it wants to use. LYNX has an artist
under contract to do the painting and contracts the painting
service out to other agencies and organizations. Figure 4
shows examples of LYNX painted buses.

Production costs for whole-bus wraps and painting vary.
The advertiser bears the $8,000 to $10,000 wrapping, re-
moval, and repainting cost in addition to the monthly ad fee.
The fees vary depending on the city, the length of the contract,
and the number of buses to be wrapped. Because of the high
cost of installation, most contracts require a 3- to 6-month
guarantee. The rate for a whole-bus wrap varies from $1,500
per month, with a 6-month minimum guarantee in a small
media market to $6,500 per month for just one bus in a major
media market.

ROLLING BILLBOARDS

Advertisements are printed on paper or vinyl. If the transit
agency has frames on its buses, the ad is mounted on hard-
board or corrugated plastic, which is lighter, and slipped into
the frame. The industry trend is to apply the poster directly to
the bus with an adhesive similar to a bumper sticker. The ad-
vantage of the old technique of using frames is that it can be
done in any kind of weather. It doesn’t matter if it’s boiling
hot, freezing, or pouring rain outside. The adhesive application
process requires a dry, unbaked, unfrozen surface. If it’s too hot,
the adhesive melts; if it’s too wet or cold, it won’t adhere. Tem-
perature extremes can cause cracking, peeling, or puckering.

The other advantage to having framed posters is flexibility.
If a bus is taken out of service for major work, it may be off
the streets for a week or more. A mounted poster can be re-
moved and placed on another bus. Because most display con-
tracts are for a month or multiple months, honoring the con-
tract may become an issue. In most cases, mechanical
problems with one or two buses can be accommodated with
“overages” that are part of the contract or by placing extra ads
on new buses. The issue becomes more acute if large numbers
of buses have defects or need to be sidelined, or if there is a
strike, in which case it doesn’t matter how the ad is mounted.

The disadvantage of frames is that there may be a cost as-
sociated with buying, storing, and maintaining the frames.
They can come loose, and if not properly maintained, can
damage other property if parts of the frame extend beyond the
bus. In bus garages and transit yards where buses are parked
very tightly, loose frames can tangle or scratch other buses.
Some maintenance workers express concern about bus wash-
ers and their effect on the frames or the effect of the frames on
the washers. Based on conversations with marketing manag-
ers at several transit agencies, the fears about the washers are
unfounded, but need to be addressed. Figures 5, 7, and 8 show
framed posters on buses.
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FIGURE 4 LYNX whole-bus ads.

FIGURE 5 Framed bus poster, photo courtesy of RTD Denver.
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FIGURE 6 Placement of super king and king-sized posters.

Super King Size Poster

Next to whole bus, this is the largest transit poster avail-
able. It is displayed on the side of the bus and measures 2-%2 ft
(30 in.) high and 20 ft (240 in.) wide. One industry leader in
the sale of outdoor advertising in the New York Metropolitan
area claims that these posters reach an average of 90 percent
plus of Manhattan’s densely populated areas and nearly two
‘million commuters and tourists. Figure 6 shows an example of
a super king poster.

King Size Poster

This poster appears on both the curb and street sides of a
bus and measures 30 in. high by 144 in, wide (Figure 6). Ad-
vertising sales materials tout this moving billboard as reach-
ing not only 90 percent of the market, but claim that because
of its location on the side of a bus, it provides “12 feet of full-
color, eye-level impact”([).

Queen Size Poster

The queen poster generally appears on the curb side of the
bus and can be up to 30 in. high and 108 in. wide (Figure 7).
It provides the same benefits as the king size, but is not quite
as long.

Headlight and Taillight Posters

These posters appear on the front and rear exteriors of
buses. Most headlights measure 21 in. high and 44 in. wide.
Taillights measure 21 in. high and 72 in. wide. There are some
variations depending on the make of bus. The major impact of
this kind of poster is on motorists, car and taxi passengers, as
well as pedestrians, according to the sales brochures distrib-
uted to advertisers. Figure 8 shows headlight and taillight
positioning.
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QUEEN-SIZE

FIGURE 7 Placement and example of queen-size poster.

HEADLIGHT, TAILLIGHT,
HIGHTAIL AND REAR DISPLAYS

[
FIGURE 8 Placement of headlight and taillight posters, photo
courtesy of RTD Denver.

In 1996, an article appeared in Open Air PM, reporting on
the Arizona Iced Tea promotion appearing as a headlight
display on all 3,400 New York MTA buses. The article calls
the promotion an unprecedented marketing scheme and has
the Arizona Beverages spokesman reporting sales results 50
percent greater than expected (7).
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FIGURE 9 Examples of full back bus ads, reproduced with permission of TDI.

11" x 28"

11" x 42" or 11" x 46"

11" x 56" or 11" x 70"

22" x 21"
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FIGURE 10 Size and placement of interior bus posters, photo courtesy of RTD Denver.



Commuter Clock
21-1/2" Hx 46-12" W
Viewing Area
20"Hx45" W

Querall Size 25" Hx 74" W
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FIGURE 11 Bus bench ad and specifications for commuter
clock with ad space.

Fullbacks

The fullback covers the entire rear surface of a bus (Figure
9). It makes a terrific impact on pedestrians and traffic behind
the bus. One marketing manager warned that transit authori-
ties need to be vigilant because until it was noticed, the new
fullback ads had covered up the bus route, the number, and the
authority’s logo.

Iinterior Posters

Known as “car cards,” these posters are mounted in frames
and measure 11 in. high and 28, 42, or 56 in. wide. They also
come in a 22- by 21-in. size for framed displays behind a bus
operator or in bus and rail cars. The ad behind the bus opera-
tor is considered premium placement and commands a higher
monthly fee. Figure 10 illustrates interior poster sizes. These
posters are used to reach bus and rail transit riders. Since
transit passengers are a captive audience, if they represent the
demographics that an advertiser is looking for, this form of
advertising can be attractive. Because of the longer “viewing
time” available to riders, more copy is generally found on car
cards than on other posters.

One of the problems that surfaced in discussions with mar-
keting managers was the “disappearing car card blues.” Some
pilferage of popular ads featuring high-profile musicians or
sports figures on them was understandable, but the mystery of
the disappearing ads was finally solved by the marketing
genius who went to the bus garage and saw the maintenance
crew using the car cards as dust pans. An education campaign
to inform transit authority workers that they were tossing
money into their trash bags became a necessity.
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Choose one free
additional side item with
the purchase of any
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Ml Each passenger MUST have a farecard. Ml Use the same farecard for
BOTH entry and exit. ll A low farecard value may be increased at Farecard
or Exitfare machines. Bl Farecards may be retumned for replacement but are
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Washington Metropolitan Area Transit Authority
600 Fifth Street, N.W. Washington, D.C. 20001 202/962-1234

FIGURE 12 Fare card advertising, courtesy of WMATA.

Other Facilities

Rail transit stations offer additional opportunities for back-
lit posters and kiosks to be festooned with ads. Other facilities,
such as bus terminals, shelters, trestles, billboards, and even
clocks are being used to display ads and to generate revenue.
Bus shelter advertising space is currently sold in 30 metropoli-
tan markets in the United States (7). Bus bench advertising is
a framed poster attached to the backrest of the bus bench
(Figure 11).

In Portland, Oregon, Tri-Met sold its Ad Bench assets to its
advertising contractor with a provision for the contractor to
place benches and shelters at their expense and to share profits
generated from the advertising.
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TABLE 4

ADS ON EQUIPMENT
Buses Percent Rail Cars Percent
Whole buses 58 Interior 60
Queens 58 Exterior 0
Tails 65
Interior 73
Kings 65
Bus stop 4

Source: 1997 Survey of Transit Agencies.
(Does not add to 100% because of multiple answers by responding
agencies.)

Printed Materials

Everything from transit farecards, tickets, and transfers to
timetables and maps are being used to advertise products and
make money. Figure 12 shows samples of WMATA farecard
advertising.

WHO’S ADVERTISING ON WHAT?

The synthesis survey results show that 58 percent of the
agencies with buses use whole-bus advertising and have

FIGURE 14 Ad placement on trestles, reproduced with permission of TDI

queen-size posters on their sides, while 73 percent have car
cards on the interior of their buses. Only four percent have any
advertising at their bus stops, while 19 percent have a bus
shelter advertising program. See Table 4. Survey respondents
also included other effective ad space options: headlight dis-
plays on buses, destination signs, and wind screens at rail sta-
tions (Figure 13).

-

FIGURE 13 Ad panels on bus shelter.

Of the rail transit systems surveyed, 60 percent have ads on
the inside of their rail cars, none have them on the outside, and




TABLE 5

ADS ON FACILITIES
Rail Stations Percent Facilities Percent
Dioramas 20 Shelters 19
Digital displays 0 Trestles 7
Stair treads 0 Kiosks 4
Posters 60 Billboards 11
Kiosks 20

Source: 1997 Survey of Transit Agencies.
(Does not add to 100% because of multiple answers by responding agencies.)

TABLE 6

ADS ON PRINTED MATERIALS
Printed Materials Percent
Fare cards 7
Tickets 7
Transfers 7
Timetables 11

Source: 1997 Survey of Transit Agencies.

20 percent have dioramas in their stations. See Table 5. One
transit system in New Jersey places ads on their trestles
(Figure 14). Not many transit agencies offer ads on their
printed materials (Table 6). Eleven percent of the respondents
sell ads on their timetables. Some agencies put ads on their
maps and schedules. The Metro system in Washington sells
ads on the back of its fare cards; and Denver’s RTD describes
its bus schedule advertising program in a brochure offering
three different ad sizes, includes a rate schedule based on the
distribution that the schedule gets and offers discounts for
quantities (Figure 15).

The surveyed agencies that allow advertising reported a
range of revenue from $1,000 to $17 million. Fifty percent re-
ported revenues in the $1,000,000 to $10,000,000 range. Only
New York’s system was above $10,000,000. See Table 7.

The advertising contracts vary, but most call for a mini-
mum annual guarantee that increases every year of the contract
with a revenue sharing clause. The survey responses indicated
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that transit agencies were realizing revenue sharing in the 50
to 60 percent range.

FIGURE 15 RTD brochure promoting ad space on timetables.

TABLE 7

ADVERTISING REVENUE
Total Dollars Percent
1 to < 100,000 14
100,000 to < 1,000,000 27
1,000,000 to < 10,000,000 50
10,000,000 + 9

Source: 1997 Survey of Transit Agencies.
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CHAPTER THREE

ADVERTISING PROGRAM ISSUES

POLICY GUIDELINES

Every transit agency that advertises has guidelines dealing
with “objectionable” material. The problem comes in defining
what might fall into that category. Seventy percent of the re-
spondents indicated that they had formal, written guidelines
addressing ad content. The restrictions differ throughout the
transit industry, but generally include some variation of the
following prohibited content:

illegal, indecent, or immoral ads;
political, alcohol, or tobacco ads;
libelous, obscene, or profane ads;
ads that ridicule individuals or groups of people;
e advocacy of or opposition o a religion, denomination,
tenet,or belief;
¢ violent, criminal, or anti-social behavior;
false, misleading, or deceptive ads;
adult materials and services;
explicit sexual material;
pornography or businesses that traffic in pornography;

and
¢ advertising that appears as graffiti, gang signs, or symbols.

Almost every agency reserved the right to deny ads, some
reserved the right to approve “controversial” ads, and most
agencies reserved the right to remove “objectionable” adver-
tisements. In practice, whenever an ad is considered that may
violate one of the strictures, the contractor generally brings it
to the attention of the transit agency for final approval.
“Adherence to community standards” was another criteria cited
by a transit agency. Another transit agency reported it will not
advertise any product that cannot be used by a minor.

Interestingly enough, the removal, when ordered after the
fact by a transit agency, is usually written into the contract as
being done at the expense of the contractor. In at least one
contract, if an objectionable ad is not removed quickly enough,
the transit agency will do it and charge back the expense to the
contractor.

One transit agency that allows political ads, requires that
the ad be marked as a “paid political advertisement” in spe-
cific size type, one-half in. high for interior and one in. high
for exterior posters. Figure 8 shows a political taillight ad.

There are no problems with these restrictions until they are
challenged. Almost three-fourths of the responding agencies
have never been sued over a controversial ad. However, groups
that have been denied the right to place ads on the transit sys-
tem, or had ads removed after the fact, and have the financial
wherewithal, have sued.

The issues forcing lawsuits include:

Abortion,

AIDS,

Gay rights,

Political advertising, and
Religious advertising.

Death penalty opponents recently made it to the pages of
the Washington Post calling an ad “gruesome, nauseating, ob-
scene, in poor taste and a serious public relations blunder.”
The ad featured a picture of an electric chair and was encour-
aging attendance at the newly opened Newseum in Rosslyn,
Virginia. The bold type reads: “Think A Museum About News
Is A Bore? You’re In For A Big Shock” (Figure 16). The story
says that Metro received no complaints about the ad and con-
sidered the right to use the ad a free speech issue (8).

Another story about an AIDS advertisement displayed by
the MBTA in Boston was cited in an unpublished report:

A precedent was recently established when the First Circuit
Court of Appeals muled that the transit authority in Boston,
MBTA, must run ads placed by a local AIDS Action Commit-
tee. The ads promote condom use and safe sex and the MBTA
had refused to run them; however, the federal appeals court
ruled that the MBTA policy unfairly discriminated against the
AIDS Action Committee (3).

According to an article in Urban Transport News, the court
ruling condemned MBTA’s policy as “almost impossible to
understand” and too vague in its reference to excluding mes-
sages that pertained to sexual conduct (9). MBTA is revising
its advertising policy.

First Amendment rights of free speech may be invoked by
both advertisers and activists when a transit authority denies
ad placement, but transit agencies are countering such claims.
Another landmark case is going through the federal court ap-
peals process in Pennsylvania. Ad space had been purchased
by Christ Bride Ministries (CBM) linking abortion with breast
cancer. A furor arose after the posters went up and the transit
authority removed the ads on the grounds that the transit sys-
tem is not an appropriate place to air volatile medical claims.
CBM sued both SEPTA, the transit authority in Philadelphia
and TDI, SEPTA’s advertising contractor, in federal district
court in May 1996. According to discussions with SEPTA’s
assistant general manager for marketing, the lower court ruled
that SEPTA was “viewpoint neutral” and did not single out
CBM and that SEPTA could control the use of its property.
The findings of the appeals court will have an impact on
transit agencies across the country.

When asked if they had ever been forced to cancel an ad,
77 percent of the survey respondents answered no.

Those who answered yes, identified the following issues
forcing cancellations:



Think A Museum About
News Is A Bore? You’re
In For A Big Shock.

c ome explore the fascinating and sometimes
electrifying exhibits at the Newseum —
the new interactive museum of news. Relive great

moments in news; see news as it happens; watch See the electric chair
. that sparked an early
television and radio shows being produced; be a tabloid news controversy.

news anchor, radio announcer and more. Visit the
Newseum soon — where fun is a matter of fact.

Two blocks from Rosslyn Metro.

WHERE FUN IS A MATTER OF FACT
1101 Wilson Bivd., Arlington, VA « 703/284-3544 + Toll free 888/NEWSEUM
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FIGURE 16 WMATA received no complaints about this controversial ad in Washington.

An ad promoting a legal service for people hurt by a bus;
A customer complaint on ad content;

A poster of gay men;

A computer company’s “Don’t Ride This Bus” message;

e & o o

and
+ Semi-nude or suggestive content.

Many controversial ads are handled quietly by the contractor
and the advertiser. Substitute ads or modifications to text and
photos resolve many problems.

As this report was going to press, a transit ad controversy
erupted in New York City. A Federal judge rejected Mayor
Rudolph W. Giuliani’s effort to remove satirical bus ads from
Metropolitan Transportation Authority (MTA) buses. The New
York Magazine ad that was removed by MTA reads: “Possibly
the only good thing in New York Rudy hasn’t taken credit
for.” The first amendment issue has the Mayor arguing that his
right to privacy and the right to protect his name from com-
mercial exploitation had been violated by the ads. City lawyers
are appealing the judge’s ruling (10).

ALCOHOL AND TOBACCO ADVERTISING

Alcohol and tobacco ads are limited by almost three-
fourths of the responding agencies. However, if a landmark
tobacco settlement announced in June of 1997 is approved by
Congress, there will be drastic changes in tobacco marketing.
The restrictions on advertising tobacco products “would be the
most severe ever imposed on legal American products” ac-
cording to an Advertising Age article (11). All outdoor ads for

tobacco will be banned under the terms of the agreement. Joe
Camel has already been voluntarily retired, but under the
terms of the agreement, the use of people, human images, and
cartoon characters would also be banned.

In a report prepared for Congress in 1992 on alcohol, to-
bacco, and public service advertising policy, the FTA con-
cluded that the majority of transit systems have “some type of
policy with regard to limiting alcohol and-tobacco advertising.
For example, transit advertising for alcohol and tobacco is ei-
ther prohibited or limited to an established percentage on
some systems”(4).

In the study cited above, the FTA was asked to find out
how significant the revenue stream from tobacco and alcohol
advertising was for transit agencies. FTA had little success
getting this information from the contract display advertising
vendors, so they went to 44 transit agencies in areas with
populations over one million and got 43 responses.

FTA reports that, in 1991, advertising revenues for the 43
transit systems were more than $72 million. Total revenue for
these same 43 transit operators amounted to more than $12
billion. Given those totals, advertising dollars from tobacco
and alcohol advertising comes to about 0.6 percent.

How important are tobacco and alcohol advertising reve-
nues to transit authorities? This question may be moot by the
time this synthesis is published if Congress acts on the set-
tlement agreed to by the tobacco industry and the state’s
attorneys general. At one time, however, they were signifi-
cant. According to the 1991 FTA study, tobacco products were
advertised by 31 transit operators, representing 16.8 per-
cent or $10.7 million of their total advertising revenues. Al-
coholic beverages represented 5.7 percent or $3.3 million in
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advertising revenues for the 27 transit agencies that advertised
these products (4).

The FTA report cites the Port Authority of Allegheny
County (PAT Transit) in Pittsburgh for having the highest per-
centage of advertising revenue from tobacco in 1991 at 46 per-
cent ($349.6 thousand). On the other hand, although it was
only 28 percent, the New York MTA had the highest dollar
amount of advertising revenue attributable to tobacco ($3.5
million) in 1991. That same year, MTA reported that seven
percent of their revenues came from ads promoting alco-
holic beverages ($1.38 million) (4). MTA is responsible
not only for the New York City bus and subway system, but
for the Long Island Railroad and Metra-North as well as a
Long Istand bus company. The MTA announced its decision to
ban tobacco ads on its buses and other properties in 1992. PAT
still does not limit tobacco or alcohol ads according to our
survey and, in 1996, they report total advertising revenue of
$1.1 million.

How important are tobacco sales for the agencies that con-
tract advertising with transit properties? According to a Har-
vard Business School case study on Transportation Displays
Incorporated, one of the largest contractors in the transit ad-
vertising business, tobacco products accounted for more than
one-quarter of their business in 1991. That number was re-
duced to about 10 percent in 1993, and was three percent in
1996, according to information obtained from a TDI executive
in a recent conversation.

The following is excerpted from the Harvard Business
School case study:

The company’s (TDI) outlook for 1992 was uncertain.
(William) Apfelbaum (TDI's CEO) expected to see a continu-
ing trend of declining tobacco advertising revenues beginning
in 1992. It was rumored that many transit authorities around
the country were considering banning tobacco advertising alto-
gether . . . By targeting non-traditional adventisers in the out-of-
home market segment, Apfelbaum’s sales team had managed
to replace lost tobacco revenue (12).

Of the 43 transit authorities responding to FTA’s inquiry in
1991, 16 prohibited alcohol ads and 12 systems prohibited to-
bacco ads. Twenty-seven transit systems advertised alcoholic
beverages and received $3.3 million in revenue, equaling 5.7
percent of their total ad dollars. Thirty-one transit operators
allowed tobacco ads to be placed, receiving $10.7 million or
16.8 percent of their total ad revenues (12).

The Milwaukee County Transit System advertising policies
and standards are included as Appendix E. They limit tobacco
advertising on the outside of the bus to 10 to 20 percent and
ban it inside the bus altogether.

PUBLIC SERVICE ADVERTISING

Numbers are hard to come by when trying to determine
how much public service space is made available to nonprofit
agencies by transit agencies. The respondents to this survey
indicated that 59 percent have public service announcements
and the amount of space ranges from whatever is available to
50 percent of the unsold space.

The FTA report states:

Space provided for public service advertising for most transit
systems is determined by unsold space for a given period and
may vary depending on the season of the year in certain mar-
kets. Transit display advertising vendors reported that display
space provided for non-commercial, public service ads ranged
from 5%-35% on some systems during calendar year 1991 (4).

However, some transit agencies, such as the Montgomery
County, Maryland Ride-On system or Dayton, Ohio’s Miami
Valley Regional Transit Authority, advertise only public serv-
ice announcements.

New York City’s Transit Authority has been creative in
filling their unsold advertising space. They have used the op-
portunity to provide information to riders of the many neigh-
borhoods and destinations that can be reached by transit. Their
“Arts for Transit” poster program commissions four original
posters each year to highlight a New York neighborhood. One
winning poster featured the weekly open-air markets at Union
Square in Manhattan with information on which subways and
buses could get you there.

Washington’s Metro system encourages school-age chil-
dren to create posters on a variety of themes including safety.
They hold an awards ceremony for the winners and then dis-
play the winning posters in an “exhibition” in Metro Center.
Some of the winning posters are then reproduced and used as
car cards in the buses and trains of the system. One winning
poster featured the picture of a child on an escalator with the
words: “Toes are neat, so lift your feet!” (Figure 17).

FIGURE 17 Award-winning safety poster displayed in
WMATA’s Metro Center.

In 1992, the London Underground featured “Poems on the
Underground” inspiring New York to launch its “Poetry in
Motion” program. The car cards are graphic works of art
featuring classic poets, T.S. Eliot and Carl Sandburg, for
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FIGURE 18 Advertising partnership puts poetry in motion.

example, as well as subway and bus riders (Figure 18). The
public/private partnership that makes this program possible is
a sponsorship by Barnes and Noble Bookstores. This appears
to be a perfect match and the kind of win-win relationship that
creates goodwill for the transit system and the business com-
munity. San Francisco’s BART system also has a poetry pro-
gram, as do many other transit agencies.

Philadelphia’s SEPTA system even uses their whole-bus
program for public service ads such as the “The Spirit of the
Presidential Summit,” which patriotically featured a bus in
red, white, and blue with memorable summit images (Figure
19). Their special “culture rate” applies to the Philadelphia
Museum of Art’s Cézanne exhibit whole-bus ad.

SELF-PROMOTION

One clear advantage of having some unsold space is the
ability to trade or barter it for print space and broadcast time,

or other goods and services. This is another one of those areas
difficult to quantify. Further research into this aspect of adver-
tising value is warranted. Eighty-two percent of the respon-
dents to the survey said they reserve space for their own serv-
ice related promotions. They report using anywhere from
available and unsold space to 20 percent for this purpose.

As for painted buses, LYNX reported in the synthesis
questionnaire that they do trade and barter agreements for
products and services on a “dollar for dollar value.” When con-
tacted for further clarification, LYNX reported that about 70 of
their 250 buses were full cash contracts and the rest of the fleet is
painted for trades with media, bartering with other companies
and for nonprofit agencies and public service space.

Transit authorities need to fully understand the value of the
agencies’ equipment and facilities. With its unsold space,
transit can barter joint promotions. For example, when the cir-
cus comes to a certain transit city, all print and broadcast ads
for the circus carry a line encouraging people to take the local
transit system to the circus in exchange for ad space on the
buses and rail cars. Similarly, fast-food restaurants can accept
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transit fare cards for a discount on food for ad placement.
What is needed is a clear understanding of the value of the
transit ads and the bartered service.

A transit agency strapped for cash for its own marketing
program can increase its exposure in the print and broadcast
arena if it realizes its assets. Advertising on television, radio,
and newspapers can be swapped for rolling billboards featur-
ing local news personalities or drive-time disc jockeys. See
Figure 20 for media ads. In addition, television stations can

give additional value to its own advertisers by trading space
on the transit vehicle for air time.

An article in Mediaweek in September 1996 has a headline-
that reads: “TV Loves The Great Outdoors.” The article

reports that all six networks now use out-of-home ads to
promote their shows. “The broadcast networks total spending
on outdoor advertisement nearly tripled in the past five
years, from $8.4 million in 1991 to $21.8 million in 1995”
3.
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ADVERTISING CONTRACTS: “SHOW ME THE MONEY”

IN-HOUSE OR OUT?

Seventy-four percent of the transit agencies surveyed for
this study contract advertising through an outside agency. They
have full-service, long-term contracts with companies specializing
in transit advertising. Clearly, most transit authorities see a
benefit to receiving either a guaranteed minimum or anywhere
from 50 to 60 percent of ad sale revenue, whichever is greater,
without having to get into another line of work.

A transit planning manager from a small Northwest transit
agency, not included in the survey, when asked to rate his advertis-
ing program on a scale of 1 to 10, answered unhesitatingly “10!"
When asked why, he responded that with an annual operating
budget of $45 million, getting a $1 million check each year for
allowing advertising on his system was a “no-brainer.” Not all
agencies make such a high percentage of operating revenue
from advertising. The synthesis survey found a range of 0.11
10 5.98 percent, with most transit agencies in the 0.50 range.

Of the agencies surveyed for this synthesis, six handle ad-
vertising in-house. See the list of “in-house sales” systems
identified in Table 1. They are the exceptions. In American
agencies, the marketing department does the work with one to
three people. LYNX in Orlando stands out as an example of
aggressive salesmanship, resulting in a reported $2.5 to $3
million annual revenue stream with 250 buses and two com-
missioned sales people. Commissions vary from 10 percent for
buses to 15 percent for bus shelter advertising. Certainly, be-
ing in a tourist center with DisneyWorld, Seaworld, and
Universal Studios in your backyard boosts sales and Or-
lando has a population generally more predisposed to market-
ing innovations.

Another transit agency that handles their advertising pro-
gram in-house is the Central Ohio Transit Authority (COTA).
It has 306 buses and an annual ad revenue of $760,000. With
a one-person marketing staff, paid a 5.5 percent commission,
COTA sells whole bus, king and queen size ads, as well as
tails and interior car cards.

The Kowloon Bus Company in Hong Kong, with 3,600
buses, 600 with full bus advertising, has their own advertising
department with a staff of six generating more than $6.2 mil-
lion in revenue. Sales staff receive a 17.5 percent commission,
the highest indicated in the survey. The Kowloon Canton
Railway Corporation reports that it has a 3-year advertising
contract with TDI that calls for 62 percent of gross annual
revenue, excluding the minimum annual guarantee.

CONTRACT ISSUES

Almost as many advertising companies were named as
there were transit agencies responding to the question: “What

firm do you contract with?” Five of the surveyed agencies used
Transportation Displays, Inc. (TDI), followed by Outdoor
Systems, Inc. with three agencies. Eller Media had two and
the rest of the firms served only one of the agencies surveyed.
Appendix C is a complete list of the advertising companies
used by responding agencies.

A minimum guarantee is written into 94 percent of the
contracts. There is an escalating scale for the life of the con-
tract reported by 88 percent of the respondents. The contract
term ranges from a low of 2 years to a high of 15 years. About
half of the respondents have 5-year contracts. Only 14 percent
are fixed fee contracts. More than 80 percent of the respon-
dents have contracts that call for a percentage of the annual net
billings and most of these are in the 50 to 60 percent range.

Contract compliance is not uniform. Although 94 percent
of the respondents said they do monitor for contract compli-
ance and 88 percent said they perform audits, those audits are
conducted anywhere from “very rarely” and “as determined to
be necessary” to monthly. Different offices in different agen-
cies administer the contract; 75 percent of the agencies have
their marketing offices administer the contract with assistance
from the procurement, real estate, finance, and accounting de-
partments.

A copy of WMATA's advertising contract Request For Pro-
posal (RFP) is in Appendix F. It is instructive by its length
and inclusiveness and deals with everything from ad guide-
lines to ownership of the advertising hardware, as well as
when and where the graphics will be placed and taken off.

Agencies that are considering a transit advertising RFP
may want to look at the WMATA proposal document and in
addition consider some of the following criteria:

o Transit advertising experience by the proposing agency—
how many years in the business and annual billings;

¢ A national sales organization and a local sales office in
the proposal city area;

* Demonstrated financial capacity to provide services and
meet contract obligations—is there an irrevocable letter of
credit for an amount equal to the first year’s annual fee;

* Any lawsuits, claims, liens, or judgments pending.

TO ADVERTISE OR NOT TO ADVERTISE,
THAT IS THE QUESTION

With all due respect to William Shakespeare, transit agen-
cies deciding whether to begin an advertising program must
weigh several factors. Potential revenue stream is certainly a
major factor. A realistic appraisal of time and resources to
manage the program properly is a second. Internal resistance
and obstacles to the advertising program also need to be
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TABLE 8

POTENTIAL GROSS VALUE: BUS VEHICLE ADVERTISING® 500 Bus Agency®

ORDER OF MAGNITUDE ESTIMATE*

Asset Category Total per Month Annual per Unit Annual Ad Revenue (8)
Interior bus ads® 30 ads/bus One bus 2,700,000 fully sold
500 buses $15/ad $5,400 1,350,000 half sold

675,000 25% sold
Exterior ads—1,000% 2 ads/bus One bus 2,400,000 fully sold
Kings and Queens $200/ad $4,800 1,200,000 half sold
Painted buses 1 bus 300,000 fully sold
10 buses $2,500 bus $30,000 150,000 half sold
Tail light displays $175/bus $2,100 1,050,000 fully sold
500 525,000 half sold
Total Potential Gross Revenue 6,450,000 fully sold
3,225,000 half sold
With 25% of the interior car cards sold 2,550,00

Notes:

® Most contacts call for a 15% commission of the rate card price for the advertising agency. This must be taken into account

when calculating potential ad revenue.

@ Cities with approximately 500 buses in service include: Miami (MDTA); Portland (Tri-Met); and Denver (RTD).

® Interior bus ads range from $10 to $30 per unit per month depending on such variables as city location, bus route, number
of riders, number of ads, and amount of time ad is displayed. Rarely are 50% of available ads sold in any given month.

® Queens, Kings and Super Kings range from $150 to $250 per unit per month with all the same variables listed above.

Exterior ads are easier to sell than interior ads.

*Passenger shelter advertising is not included in this chart because most shelter programs produce revenue for the cities, not

transit agencies.

considered, such as loss of flexibility in assigning buses to
specific routes. Any legal impediments, such as local ordi-
nances, should be explored. Maintaining the image of the
transit system should also be considered.

The transit agency needs to think creatively about self-
promotion and the use of transit vehicles for stimulating inter-
est in the transit system, its customers, and its employees. For
example, Houston’s METRO (a system that does not allow
advertising) did paint the picture of METR(O’s APTA Bus
Roadeo winner on a bus. The Miami Valley Regional Transit
Authority in Dayton, Ohio and many other transit agencies
also honor bus and maintenance employees in this very public
way. NJ Transit puts the bus roadeo winner’s name on a bus

-and only the winner gets to drive that bus the whole year.
SEPTA commissioned a “Spirit of the Summit” wrapped bus
(Figure 19). It featured a photomontage of the Presidential
Volunteer Summit for America and stimulated pictures and
articles in the local and trade media.

Once a decision is made not to advertise, the discussion
usually is tabled until a review of possible revenue sources
comes before an agency and its board of directors once again.
If the decision is made to explore the options regarding an in-
house advertising program versus contracting out that func-
tion, a cost-benefit analysis is necessary. Because there are so
many variables, it is difficult to look at the six transit authori-
ties that do in-house contracting and compare them definitively
to a similarly sized system that is contracting out. Orlando, Florida
is not like Columbus, Ohio; San Carlos, California; or Honolulu,
Hawaii. This may be a subject for future study.

A cursory examination of the issue shows that using an
outside contractor offers several obvious advantages, in addi-
tion to not needing to hire sales personnel.

Outside Contractor

¢ Provides a minimum guaranteed revenue;

¢ Provides a share of annual net revenue;

o Attracts national advertisers with multi-city campaign
strategies;

¢ Provides experienced and knowledgeable advertising
sales personnel;

¢ Obtains and pays all necessary permits, licenses and
taxes; and

¢ Carries and pays for all insurance required by federal,
state, and local regulations to sell and run advertising.

In-House Contractor

¢ Provides a larger share of ad revenues;

o Offers greater opportunities for trade and barter with lo-
cal firms and media outlets;

¢ Offers greater control over the program; and,

¢ Enables closer oversight to ensure program effectiveness
and efficiencies.

To truly understand the efficacy of an in-house program
versus contracting out, further analysis would require a cost-
benefit analysis including the fixed and variable cost structure
of each agency. Also needed would be the advertising rates of
each program, a route analysis, the demographics of each lo-
cation, and any other information to identify determining fac-
tors more conclusively.



PROGRAM COSTS AND REVENUES

In assessing whether to engage in an advertising pro-
gram, a transit authority may wish to create an “Order of
Magnitude Estimate” of potential net revenue based on
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their asset inventory. With the clear understanding that
each transit authority needs to determine what assets it has
and what that might be worth in the local market, Table 8 lays
out how such a chart might be created using a fictional bus
company with 500 buses.
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CHAPTER FIVE

NEW SOURCES AND STRUCTURES

TECHNOLOGY IN TRANSIT INFORMATION

Not-so-new technologies, such as television, light emitting
diode (LED) message boards, and touch-screen kiosks, are
being used to provide both information and advertisements to
passengers in transportation facilities across the country and
around the world. Even the clocks in transportation terminals
now give people not only the time of day, but a quick sell as
well. Automated in-vehicle announcer displays offer future
opportunities for both information and commercial messages.

Transit Cooperative Research Program (TCRP) Synthesis
17, Customer Information at Bus Stops, indicates that elec-
tronic message sign technology has advanced dramaticaily,
providing passengers more visible and legible signs without
the need for a lot of labor-intensive support. The initial cost to
buy the signs is still the largest drawback. TCRP Projects B-
10, Role of Passenger Amenities and Transit Vehicle Charac-
teristics in Building Ridership and A-12, Passenger Informa-
tion Services are in progress and may provide additional in-
sight on signage, its value, and possibly techniques for paying
for these amenities through “partnering” or advertising.

High-tech has arrived for some transit systems and it takes
many forms, from on-board computers and locators to the previ-
ously mentioned automated in-vehicle announcement systems. A
whole range of new technologies is being tested and deployed to
enhance mobility, increase safety, improve the environment, intro-
duce efficiencies, and save time and money for transit riders under
the heading of Intelligent Transportation Systems (ITS).

Automatic Vehicle Location (AVL) technology, often using
data from Global Positioning System (GPS) satellites, is de-
signed to help transit vehicles operate more functionally and to
give better service to transit riders. For example, when buses
bunch up because of a traffic jam, the central dispatcher can
reroute the bus around an accident scene or other blockage and
coordinate traffic signals to get buses back on schedule. A
number of demonstration projects of this technology are un-
derway around the country.

During the 1996 Summer Olympics in Atlanta, an Ad-
vanced Traffic Management System was introduced to help
people move around the city efficiently. Exactly how these
systems will be paid for beyond the demonstration phases and
existing public/private partnerships raises a potential for ad-
vertising on the information systems to help defray the costs,
but people are watching both the developing technologies and
their possible commercial applications with interest.

Transit Discovers The Internet

Almost 80 percent of the responding transit agencies
have a web site, but none sells advertising on its site—yet.

However, earlier this year, Chicago’s Metra, the third largest
rail commuter operator in the country, initiated a pilot program
that lets customers buy tickets electronically through the sys-
tem’s home page on the Internet. This “Ticket-by-Internet”
program enables passengers to order tickets using personal
identification numbers issued by Metra. The tickets are mailed
to the buyer and the cost is deducted automatically from the
buyer’s checking account.

A private-public partnership in the Puget Sound Region
has created a World Wide Web site to provide up-to-the-
minute freeway, transit, ferry, and biking information. A net-
work of electronic kiosks with information on how to make
connections between all the different modes is being expanded
to Boeing work sites and ferry terminals.

Another private-public partnership using ITS technology
designed to ease traffic jams and provide timely route-specific
information to highway and transit users has been successfully
tested in the Greater Boston area. It began service in Philadel-
phia and Washington, D.C. in 1997, and there are plans to ex-
pand to other cities. The information about transit, traffic, and
commuter rail operations is available by phone, website, and
cell phone and will be expanded to cable access, kiosks, inter-
active television, a paging service that will alert the traveler to
changing conditions on their route of choice, and in-vehicle
navigation devices. Are there revenue-generating opportunities
beyond increasing ridership and making transit more conven-
ient for riders? That is still unclear, but a new spirit of entre-
preneurship is entering the transit arena.

TECHNOLOGY BRINGS NEW ADVERTISING
POSSIBILITIES

When it comes to advertising revenues, transit agencies
seem to be availing themselves of every opportunity to carry
ads. Since 1970, more than 40 types of out-of-home media
have come into the market, from painted walls to shopping
mall displays. Bus bench, bus shelter, transit poster, commuter
rail and subway station advertising have mushroomed. More
than 37,000 of the 67,000 buses in the American bus inven-
tory carry ads (1).

New graphics technology, such as computer-printed post-
ers, has made the revolution in out-of-home displays possible.
Now, high-quality art can be applied to vinyl surfaces and can
be easily and cost-effectively installed. None of the American
subway systems surveyed allowed whole train advertising, but
that may change. A story in Advertising Age on June 20, 1995
reported the first subway train in the United Kingdom to be
fully wrapped carrying United Airlines advertising in the Lon-
don Underground. Every coach of the train carried the 350
foot-long United Airline message and logo on the Picadilly
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Line between central London and Heathrow Airport (Figure
21). Dublin, Ireland experienced a first when a fully wrapped
commuter train touted Guinness in October 1996. Is it adver-
tising taken to its logical conclusion or good taste run amok?
North America is in the throes of finding an answer to that
question.

A good discussion of the image issue is found in an un-
published report available from the Eno Transportation Foun-
dation in Washington. This report discusses the “Commercial-
ization of Transit—Public Private Partnerships to Raise Reve-
nue” and states that Canadian transit systems are increasing
the amount of advertising space on buses, rail vehicles, and
stations. GO Transit in Toronto has wrapped some of their bi-
level commuter rail cars, “creating some of the largest rolling
billboards in existence. GO Transit raises $10,000 per car per
month, with a 3-month minimum, for the commuter rail car
wraps”(5).

Montreal’s Metro system, STCUM, is also aggressively
expanding its advertising revenue budget with bus wraps, bus
and train ad panels, and subway station advertising. Two ad
campaigns using entire trains promoted milk and Levi’s jeans.
In each case, the subway trains were wrapped, generating
more than $1.5 million per year for STCUM.

A recent trip to Japan revealed extensive advertising in the
train stations and subways of many major cities. Kyoto’s mod-
ern, new station had advertising on platforms as well as
throughout the station. The Kyoto subway cars not only had
advertising in all the traditional places, but also had paper ads
hanging the width and length of the car suspended from the
ceiling of the rail car (Figure 22).

The idea of commercializing an entire subway station and
letting a company “buy” the station is getting serious consid-
eration. A demographic profile of the 700,000 daily riders in
STCUM'’s 65 stations has been developed with the concept of
finding a commercial partner for each of the stations. The
largest stations have more than one million monthly users,
certainly an appealing idea for corporations that want to get
their message to a targeted public.

FIGURE 21 United Airlines wrapped train, photo courtesy of TDL

ADVERTISING EFFICACY

An interesting case study of Whiteley’s, a shopping and
entertainment complex in West London, speaks to the power
of in-station advertising, Whiteley’s had a decline in visitor
numbers, causing some of the tenants to review their leases.
Whiteley’s used its limited advertising budget for large ads in
the London Underground and on car cards in the trains. The
impact of the ads was immediate, with visitor numbers rising
in the first month of the campaign and increasing by 250,000
in a year. The stores experienced revenue increases that were
tracked during the campaign and the ad’s creators won a
“Gold Award for Most Effective Use of Posters as the Main
Medium”(14).

Another station on the Bakerloo Line in London at the
Oxford Circus Station helped the Discovery Channel promote
its “Shark Week” by painting a shark’s jaws around the pe-
rimeter of the tunnel entrance (Figure 23). The show’s high
ratings reflected the interest generated by the advertisement.

How far to go with the commercialization of stations is still
under discussion in Canada and a consensus has not been
reached about the ultimate impact on the Montreal Metro’s
image. There are those who believe that doubling or even tri-
pling the advertising revenue would not be worth degrading
the image of the transit system. Focus groups are being con-
ducted to test what people consider acceptable.

Foreign countries appear to differ in their degree of toler-
ance for advertising in public places and on public spaces. A
recent trip to Toronto, Canada revealed a school bus advertis-
ing program featuring ads for milk, cookies, and other snacks
on the side of a yellow school bus (Figure 24).

The question of whether transit is getting its fair share of
advertising revenue is one that will require further investiga-
tion. A British study entitled, “Are You Short-Selling Bus
Side Adverts?” was published in 1989. The abstract says:
“New research to obtain the facts on bus advertising proves that
advertisers are gefting better value from poster equivalent space
on bus sides than from maximum-sized in-town billboards.
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FIGURE 22 Ads hanging from Kyoto subway car ceiling and
in station.

The evidence produced by surveys suggests that advertisers
are getting such high value from bus sides that operators
ought to be charging at least double existing prices”(15).

The study is too old to be meaningful since so many dramatic
changes have come to out-of-home ads in the decade of the
1990s. No comparable studies have been done since. This
would be a worthwhile exploration.

BEYOND TRADITIONAL ADVERTISING REVENUE

More than half of the transit agencies surveyed for this
synthesis reported revenue from everything from pay phones
and vending machines to charter service. One-third of the
agencies own their own rights-of-way and 63 percent of
them lease those rights-of-way to utility and communication

/
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FIGURE 23 London’s Oxford Circus station promotes Shark

Week on the Discovery Channel, photo courtesy of TDI.

companies to lay fiber optic cables, pipelines, telephone, and
other transmission wires. There is an abundance of creativity
in licensing and sponsorship agreements from cattle grazing
rights in Houston to franchising mascots and sponsoring an
annual jazz festival in Orlando.

The Handi-Bus system in Calgary, Canada provides lift-
equipped dial-a-ride service to the disabled community. One of
the ENO papers reports that the staff of Handi-Bus has raised
enough money through corporate donations, foundations, in-
dividual contributions, bequests, and charitable annuities to
fund the entire capital program. That is a successful public-
private partnership (5).

A review of articles in APTA’s Passenger Transport, the
weekly newspaper of the transit industry, revealed several new
revenue-generating ideas in use by systems other than those in
the survey. Metro-North Railroad placed a total of 279 cellular
phones in service aboard some of its trains. The “Rail-call”
phones average 5,000 calls a week. The calls cost $1.75 per
minute, plus tax of course, to anywhere in the continental
United States. Metro-North took in $125,000 in additional
revenue in 1996 (16).

The Charlotte Transit Authority in North Carolina installed
newspaper vending machines on buses serving an express
route as a 6-month experiment to see what the customer re-
sponse would be to that amenity. Although eating and drink-
ing are currently forbidden on the buses, the system is consid-
ering allowing or providing coffec on board during the
morning peak-hour commute. In Japan, eating and drinking
are permitted on board most public vehicles and the famed
high-speed Shinkansen Line has vendors selling food and
beverages from carts similar to the ones regularly seen aboard
airlines.

Speaking of coffee, in Vancouver, B.C., which is part of the
Northwest coffee-consuming culture that has been exported to
the rest of North America, commuter trains have a designated
“Cappuccino Car.” On the West Coast Express, each of the
five trains that operate in the morning and afternoon peak pe-
riod has one car featuring a private vendor who sells coffee
and muffins. The vendor is selected through a competitive bid
process (5). This passenger amenity translates into happier
riders and an additional revenue source for the transit agency.
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FIGURE 24 Toronto, Canada school bus carrying advertising.

A bus ride from the tourist town of Nikko, Japan to the
beautiful Lake Chuzenji at the foot of Mt. Nantai, was inter-
rupted with a taped message in English that came over the bus
intercom advising passengers of a local restaurant with English-

speaking waiters and excellent food. Such taped recordings
may already be in use in tourist buses in this country, but were
not identified by any of the surveyed transit systems as sources
of revenue on their public transit vehicles.
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CHAPTER SIX

AGENCY PROFILES

FOUR AGENCIES EXAMINED

This synthesis explores traditional and new advertising
revenue programs at transit agencies throughout the United
States and some foreign countries. In fact, most transit agen-
cies generate revenue by selling space on and within their
system. And most of the advertising practices are fairly tradi-
tional for transit systems, such as car cards inside buses and
rail cars and posters on the outside of vehicles.

In an age of declining subsidies and fiscal belt-tightening
in both the public and private sectors, public service agencies
are having to reinvent themselves into customer-focused enti-
ties and to think like entrepreneurs. For some operators it’s
daunting; for others it’s an exciting challenge. For transit sys-
tems looking for new ideas, it would appear that only imagi-
nation, good taste, and the ability to convince their boards of
directors limit them.

To obtain additional detailed information about transit sys-
tems that have both in-house and contracted advertising pro-
grams, four transit agency representatives were called and in-
terviewed. One agency advertises with in-house staff, one
contracts out for that service, the third has no advertising pro-
gram and the fourth dealt with the advertising image question
in a unique manner.

The Central Florida Regional Transportation
Authority (LYNX), Orlando

LYNX in Orlando, Florida operates 250 buses. It operates
53 routes 20 hours a day. LYNX began its advertising pro-
gram in 1992. LYNX is unusual in much of its approach to
traditional transit theory and practice. Unlike most transit
systems in the country, LYNX has experienced double-digit
ridership growth since 1990, according to a TCRP publica-
tion, Transit Ridership Initiative (17). The report goes on to
credit aggressive service expansion as a contributing factor.

The report further states that a “comprehensive marketing
and outreach program has substantially increased the viability,
public awareness and support for the system and services. One
of the principal underlying philosophies of the program has
been the importance of marketing the LYNX services in a
bolder, ‘retail’ mode that adds ‘entertainment’ value and ‘fun’
to the traditional efforts to provide service-oriented informa-
tion to customers”(17).

LYNX has a highly successful advertising revenue cam-
paign that reportedly nets in the range of $2.5 to $3 million a
year. There are two full-time commissioned staff people who
aggressively sell the surface of the 250 buses, their interior
poster space, and 100 bus shelters, print ads in the schedules
and schedule books, and sponsorships. LYNX makes 10 percent

commission on the buses and 15 percent on the shelters. What
they can’t sell, they barter on a “dollar for dollar value.”
LYNX is in the planning stages of licensing its shelter design
program. In addition, LYNX provides marketing services for
other agencies that come to it for help with everything from
designing a marketing program to painting their agencies’
vehicles. LYNX has an artist under contract not only to paint
its own fleet of 250 buses but also to work on other agency
vehicles for LYNX.

The decision to conduct the advertising program in-house
was purely an economic one. LYNX management believed
that by using commissioned sales people it could net more
funds than by contracting with an outside agency. LYNX be-
lieves that decision was the right one for them.

The Orlando/Daytona area ranks 22nd in the advertising
market field. Orlando is a tourist mecca, with DisneyWorld as
its anchor, the region has drawn other attractions, such as Sea
World and Universal Studios. The idea of painted buses as an
advertising medium is popular. However, LYNX has gone be-
yond simply advertising attractions and local and regional
businesses. It has become an active and vital part of the com-
munity, co-sponsoring the annual LYNX Jazz Festival, creat-
ing recognizable mascots, and even conducting a wedding for
the mascots.

When asked what creative new sources of advertising
revenue might be in LYNX’s future, officials identified: on-
board videos, broadcasting from their buses; electronic mes-
sage signs at superstops and more mascot merchandise sales,
and the last line was “anything we can think of.” That entre-
preneurial approach to selling advertising and their own mar-
keting game plan explains the success of LYNX’s program.

Washington Metropolitan Area Transit Authority
{(WMATA), Washington, D.C.

The Washington Metropolitan Area Transit Authority is a
regional bus and rail system that serves not only the nation’s
capital, but two states and eight local jurisdictions within
Maryland and Virginia. The Metrorail system has the second
highest daily ridership, following New York, even though it is
only the third largest system in the country. Metrobus serves
approximately 12,250 bus stops in the greater Washington
metropolitan region. The system has a 1,500-square-mile
service area and the population that lives in that area numbers
more than 3.2 million people. Last year, WMATA celebrated
its 20th birthday as an operating bus and rail system. Its
reputation as clean, safe, and reliable, as well as architectur-
ally monumental in a city of monuments, has served the nation
well. The nation’s capital is visited by more than 20 million



tourists each year and the greater Washington metropolitan
area is in the top 10 market for advertisers.

WMATA has a vast inventory of equipment and facilities
on which to place advertising. With approximately 1,300
buses, there are 43,000 interior posters available for revenue,
390 queen-size exterior posters, 2,200 king-size exterior post-
ers and 1,300 tails to be sold, as well as 3,300 bus stop infor-
mation displays with potential advertising space. Until re-
cently, up to 50 buses were to be made available for whole bus
advertising. That program started in September 1994, and
terminated in December 1996, by order of the board of direc-
tors. The board had received some complaints regarding the
aesthetics of whole-bus advertising and gave up a guaran-
teed revenue stream of $1.8 million over a 5-year period
because they were concerned over the transit authority’s public
image.

WMATA’s rail fleet numbers 760 cars, with more than
5,300 interior posters available. Today, WMATA has 75 sta-
tions open and 8 more stations under construction. Rail sta-
tions contain more than 600 backlit dioramas and offer adver-
tising space for almost 700 posters.

Both the Metrobus and Metrorail contracts were awarded
to Transportation Displays, Inc.(TDI) for a 5-year period with
a provision for a minimum guarantee and a percentage of an-
nual net billings, 58 percent for bus and 60 percent for rail.
WMATA reports their annual income from advertising reve-
nue for 1997 as $7.7 million.

The decision to use an outside agency for the advertising
contract was based on the belief that full-time advertising
specialists would have a broader network of clients and buyers
to tap into and to capitalize on a national client base interested
in the Washington market. The economics of that decision are
periodically reviewed.

Aesthetics have always been a concern for the transit
authority serving the nation’s capital. During the planning
stages, it became clear that one of Metrorail’s design goals
was 10 project an image befitting a capital city and the archi-
tects were very protective of everything from lighting and sig-
nage to telephones on station platforms. In fact, for many
years, pay phones were not available on the platforms and the
reasons given for not allowing them were everything from
space considerations to noise problems. Today, pay phones are
incorporated unobtrusively into the design of station platforms
and provide a passenger amenity along with producing a
$700,000 annual revenue stream.

Heated discussions ensued in Metro’s planning stages over
whether to permit advertising and then how to present it in a
classy manner, The backlit dioramas were designed to provide
the transit agency with a solution to the advertising dilemma.
Today, a backlit diorama on a platform in a Metrorail station
ranges in cost from a low of $325 per month for a 12-month
contract to more than $750 per month for a one-month show-
ing at a specific station of choice.

WMATA has permitted advertising on its buses and rail
cars for more than 20 years and has been aggressively pursu-
ing advertising on its fare cards, tickets, transfers, and time-
tables. WMATA’s annual $7.7 million in ad revenue reflects
the size of the market, the fact that millions of tourists and
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visitors come to the nation’s capital each year, and the author-
ity’s commitment to providing a quality advertising program.

Although there are formal written policy guidelines regard-
ing the content of ads, WMATA has been sued several times
challenging those guidelines. In two cases, WMATA was
taken to court and lost the battle to keep specific ads from ap-
pearing. One was a political ad, the other was sponsored by
the Gay Activist Alliance. The transit authority does reserve
space on and in the system for its own service related promo-
tions and for public service announcements.

WMATA has been in the forefront of finding other revenue
sources to support its transit operations, including parking, fi-
ber optic cable, vending and pay telephone revenues, joint de-
velopment projects, real estate ventures—and the list goes on.
In fact, WMATA owns and operates 35,000 parking spaces at
Metrorail stations, making the agency the largest parking lot
owner and operator in the metropolitan area. The annual reve-
nue stream from parking for WMATA is $7.8 million.

The transit authority has even been amenable to serving as
a film location if the movie meets two very important criteria.
First, it cannot interfere with revenue service and second, it
cannot depict transit as a dangerous place. During the 1980s,
one movie production company brought intense political pres-
sure to bear on WMATA when the producers were told they
could not film a shoot-’em-up chase scene in the system and
eventually had to shoot the sequence in another city.

WMATA continues to explore every opportunity for in-
creasing revenues not only in its advertising program, but also
with the addition of a new entrepreneurial office called the
Office of Business Planning and Development.

Metropolitan Transit Authority of Harris County,
Houston METRO, Houston, Texas

The Houston METRO system operates almost 1,300 buses
in a 1,279-square-mile service area. They operate in one of the
top 10 media markets in the country. The system has about a
$250 million operating budget and is ranked in the top 10 bus
companies in the country based on fleet size (6). Of those 10
companies, it is the only one without an advertising program.

The question of advertising and whether to consider an in-
house program comes up periodically and the Houston
METRO system has gone about a very methodical review of
the issue. An in-house study prepared in 1994 (issued in
1995) is one of the few documents on the subject that has been
uncovered in a search of available literature, both on-line and
through the research network.

Houston METRO looked at the nation’s top 20 bus com-
panies and found that the other 19 all had bus advertising pro-
grams. It also discovered in its research that most transit
authorities have full-service and long-term contracts with
companies specializing in bus advertising and receive either a
guaranteed minimum revenue or about 55 percent of the ad
sale revenue, whichever is greater. For the most part, this
synthesis research mirrored Houston’s findings.

METRO has chosen, as of this date, not o implement an
advertising program. Their analysis discusses the legal,
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operational, and other issues that need to be considered as part
of the decision. The City of Houston’s sign code prohibiting
certain kinds of outdoor advertising would need to be re-
‘viewed for applicability to METRO’s facilities, such as bus
shelters. The report goes on to state that while exterior bus ad-
vertising would be permissible, it might be perceived as add-
ing “visual pollution” and circumventing the city’s policy
limiting billboard advertising.

In 1993, the METRO board adopted a resolution spe-
cifically prohibiting advertising on its buses. They in-
cluded in the prohibition the display of commercial adver-
tising on any transit vehicle interior or exterior, any of
METRO’s fixed facilities, or rights-of-way. One of the
whereas clauses gives the board’s opinion that the absence
of commercial advertising enhances METRO’s facilities
and encourages greater public acceptance and use of the
system’s services.

The question of public perception of the image of
Houston METRO is also aired in their in-house report. It is
inconclusive on how much damage might be done to the
agency’s public image if advertising were to be allowed, but
this was clearly an important factor in the decision not to al-
low advertising.

The concern over not having 100 percent control over ad
content is raised, as is the need to address First Amendment
rights to free speech by advertisers and activists.

Personal safety and the opportunity for increased vandalism
are introduced in the report, as are operational and maintenance
concerns that have been aired elsewhere in this synthesis.

A chart listing the 20 largest bus companies, but also in-
cluding LYNX because of its unique in-house advertising pro-
gram is reproduced as Appendix D. It identifies the outside
contractors for each transit authority, indicates where the ads
are located, whether they are framed ads or applied directly to
the bus and how much revenue they generate. It distinguishes
between bus shelter contracts with the city and with the transit
authorities.

In discussing whether to advertise on its buses, the man-
ager of market research for Houston METRO spoke of the
agency’s efforts in recent years to overcome the bus system’s
earlier poor public image. METRO spent millions of dollars to
improve service and then to upgrade and project a new image,
represented daily by clean buses on the street. Keeping that
“pristine” image that has been so painstakingly developed is
considered important to everyone at Houston METRO. In fact,
the METRO board has passed three resolutions that prohibit
commercial advertising on buses and facilities.

There are other sources of revenue available to the Houston
METRO system. This agency is in the enviable position of
having a one-cent sales tax in its service area. In addition it
has interest income and generates revenue from parking and
utilities that use its property. It also has licensing agreements
for cattle to graze on its property. There aren’t too many transit
authorities that can boast that asset.

Because Houston is one of the top 10 media market cities
and has an anti-billboard ordinance, it makes the METRO
buses even more attractive to advertisers if the board ever
chooses to reconsider their earlier decision.

King County Department of Transportation
(Metro Transit), Seattle, Washington

Seattle/King County Metro operates more than 1,100
buses, including electric trolleys and dual-powered buses that
serve approximeftely 73 million riders a year in a 2.1 square
mile area. To ease downtown Seattle traffic congestion, Metro
operates a 1.3-mile underground electric bus tunnel. In addi-
tion, Metro operates the largest publicly operated vanpool pro-
gram in the country, with more than 500 vans on the road
making almost 2.5 million trips annually and eliminating
about 5,400 cars from area roads.

Metro has an advertising program that is administered
through an outside agency, Washington Transit Advertising.
Their contract is for 5 years, with a 2-year option. Because
Seattle is 12th in the major media market cities, it appeals to
advertisers. Metro’s fleet of buses and attractive downtown
facilities offer ample opportunities for sales.

The issue of image has been raised by those who oppose
advertising on public vehicles and facilities. Metro approached
the image issue from a public participation framework and
came up with an innovative design solution that is described
in an FTA publication called Art in Transit—Making It Hap-
pen (18).

In the early 1990s, Metro launched a 10-year plan to re-
place most of its 1,200 buses and used that opportunity to im-
prove the design. The new buses are comfortable, have high-
back seats and colorful interiors. The buses give route, safety,
and fare information more clearly and have better ventilation
and lighting than the earlier generation of buses. As a result of
input from an employee task force, the buses are low mainte-
nance, with vandal-resistant materials and the ad space on the
sides of the bus was considered as part of the design element.
How did the new bus design take shape?

At the urging of Metro’s Arts Committee, a team was put
together that consisted of an industrial designer, interior de-
signer, graphic designer, communications specialist, and pub-
lic artist to propose changes to both the interior and exterior of
the bus. An 18-member employee task force was also engaged
in the process including drivers, maintenance workers, safety
planners, sales, marketing, and customer relations staff. The
funding for the $90,000 design contract came from shifting art
program money to the bus project.

The Arts Committee was interested in stretching the limits
of bus design emphasizing innovation, creativity and aesthet-
ics, while the employee task force expressed more practical
concerns such as safety, maintenance, and operational issues.
The conflict between the two groups could have derailed the
project, but instead they opened new lines of communications
between the two groups by attending each others’ meetings,
holding some joint meetings, engaging in dialogue, and com-
promising. An example of one area of collaboration was on
the issue of minimizing maintenance costs by avoiding com-
plex designs in “high maintenance areas™ or places likely to be
hit by a car. So the maintenance employees provided a drawing
indicating where those “high maintenance areas™ are located.

The public was invited to respond to the preliminary de-
signs that were displayed at libraries, shopping malls and



community centers throughout the county. The design team
prepared a final design based on the reactions of the public,
the employee task force, and the Arts Committee. Metro ac-
tually built a prototype by modifying a bus from its existing
fleet and encouraged further public comment. The first new
buses came into service in January of 1996. The design
work, careful cost estimating, and extensive and collabo-
rative public consultation process resulted in buses that came
in on budget at $240,000 each and were, for the most part, re-
ceived enthusiastically.

The King County Department of Transportation and other
agencies in the Puget Sound Region have undertaken a num-
ber of noteworthy ITS initiatives. A Smart Card fare system is
being implemented to include not only the bus and rail system,
but ferries as well. And commuters in the region will get
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real-time traffic conditions, as well as transit vehicle locations
and arrival times with access through a website and at transit
centers.

This is all part of an “EZRider” initiative to develop a
“seamless” multimodal transportation information system.
Advanced information and communication technologies are
being deployed to make transportation options easier to use.
The World Wide Web site that was developed with eight em-
ployers provides real-time traffic information, an on-line ride-
match application, bus route maps and schedules, as well as
biking information and ferry schedules. A network of elec-
tronic kiosks is located at work sites, ferry terminals and on
board the ferries. The final phase of the EZRider program will
give people personalized automated trip planning and regional
ridesharing information through desktop and electronic kiosks.
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CHAPTER SEVEN

CONCLUSIONS

Conclusions presented in this chapter are based on infor-
mation provided by the transit agencies surveyed.

Most transit agencies currently have advertising pro-
grams that generate revenue for their systems—Of the 27
transit agencies surveyed, 22 sell advertising space on their
equipment and facilities. Of the remaining five agencies, one
has already issued an RFP and the others periodically have
considered it and continue to revisit the issue.

The revenue from transit advertising as a percent of the
operating budget is small, but the total dollars are signifi-
cant—The annual income from ads for the surveyed transit
authorities ranges from $1,000 in Dayton, Ohio to $17 million
in New York City. The four largest transit agencies, not includ-
ing New York, average $6.1 million a year.

The size of the transit agency is not the determinant factor
in generating advertising revenue—Although it is reasonable
to assume that the more equipment and facilities one has, the
more revenue can be raised, one of the smaller systems, with
250 buses, generates almost six percent of its $46 million op-
erating budget with a highly motivated sales staff, an innova-
tive program, and a tourist location that embraces advertising.

There are as many opportunities to generate advertising
revenue as there are pieces of equipment, property, and
printed material on the transit system—The agencies that re-
sponded to the survey identified a vast inventory of vehicles,
property, and paper that could be used to advertise products,
services, and companies. Advertising on transit-owned prop-
erty amounts to a $376 million industry.

Advertising policies are quite similar around the coun-
try—Transit agencies are concerned about not displaying
false, misleading, or objectionable material and what consti-
tutes objectionable material is clearly in the eyes of the be-
holder. Some agencies ban alcohol and tobacco ads, some
limit the percentage of those ads that can be displayed, and
some don’t have any restrictions on this category of advertis-
ing at all. Tobacco advertising may no longer be an issue if
Congress approves a pending tobacco settlement. Almost all
agencies that advertise use unsold space to advertise their own
services and to provide public service space for nonprofit
organizations.

Transit agencies, for the most part, are contracting out
their advertising programs—All of the large American transit
agencies in the survey population contract out their advertising
programs. Six agencies do their own in-house sales. The
LYNX system in Orlando appears to be a highly successful
anomaly: a small agency with an in-house program generating
a sizable annual revenue stream. The contract term at most
other agencies varies from 2 to 15 years, averaging 5 years for
about half the contracts.

Obviously, each transit authority will decide what makes
sense for its organization in terms of contracting out or selling

advertising with in-house personnel. What is clear is that
selling advertising is a lucrative business venture. Expertise is
required to succeed. Hiring that expertise or contracting for it
are the two options available to transit agencies. Advertis-
ing sales and display are not what transit authorities were
established to do, but if they can provide transportation
services at a lower cost to passengers because they allow ad-
vertising to be carried on their systems, then advertising
should be given thoughtful consideration. Whether to allow
outside experts to conduct the business or hire that expertise
needs to be decided.

All transit systems with outside contracts monitor the
contractors for compliance—Some agencies scrutinize the
contractors more closely than others. Audits are performed
across a broad spectrum, from monthly or twice a year at some
systemns to “very rarely” or “as determined necessary” at others.

Foreign transit agencies seem to be more aggressive in
trying new advertising projects—Agencies in London, Dub-
lin, and Montreal have allowed everything from fully wrapped
trains to stair tread and hubcap ads and Coca-Cola handstraps.
Agencies in Asian countries also seem more willing to explore
new ways to earn revenue from advertising, from ads hanging
from the ceilings of Kyoto subway cars to taped advertise-
ments played on tourist buses in Nikko, Japan.

Transit agencies asked about revenue sources other than
ridership and advertising offered an array of responses—
Concessions, parking fees, joint development projects, sales
taxes, excess land sales, fuel sales, fiber-optics, utilities and
communications cables were named along with criminal fines
and interest income. LYNX said it makes money painting and
designing vehicles for other agencies and companies.

Transit agencies are entering barter and trade agreements
for products and services—Many of these trades are recipro-
cal agreements with TV and radio stations for air time
swapped for advertising space. In some cases, transit authori-
ties will increase or even double the number of ads purchased
for a special event, if all print and broadcast event advertising
has a “use transit to get there” tag line. Trades that are made
by the advertising agent on behalf of the transit authority are
usually part of the written contract.

Areas of transit advertising that can be usefully adressed in
future studies were identified in the survey responses. A cost-
benefit analysis might be done of contracting in-house versus
contracting with an outside agency. All of the many variables
would be examined. The location of the transit authority is an
asset over which the agency has no control. For example, if the
agency is located in one of the top 10 media markets, the ads
on its vehicles will most likely be worth more than an agency
in the top 50 or 100 media markets. The location bears a direct
relationship to the value that national advertisers will place on
the transit agency’s assets.



Transit agencies don’t have a solid fix on the costs associ-
ated with managing their advertising program. There may be a
number of people within the agency who work on the contract,
including a person in marketing, one in procurement, one in
the legal department, and another in real estate or the auditor’s
office for various lengths of time. It would be useful to know
how much time and at what rate.

What are the maintenance costs associated with the pro-
gram? They are currently not broken out or identified by any of
the transit agencies surveyed for this synthesis study. The fixed
and variable costs might be studied.

The question of whether transit is getting its “fair
share” of the advertising dollar is one that has been raised,
but not answered. As the out-of-home advertising market
flourishes by attracting interest from new industries, such
as fashion, health care, and media, the value of “moving
billboards” might be reassessed. Transit agencies will
benefit by being well informed about the real value of their
assets. This includes the value of the space for barter and trade
purposes and the donations that transit systems make by pro-
viding public service ad space.

Research might be done to determine the extent to which
people are willing to have their public agencies turn into
commercial endeavors. Focus groups composed of transit
riders and the general public should be asked how they
feel about ads on their system. People in different parts of
the country may have different feelings about this trend. Do
passengers feel they benefit from advertising, either directly or
indirectly?

Additional data are needed on revenue-generating ideas
that are being tried around the country. A project profile might
be developed focusing on features of various projects such as:
the human resources needed, implementation costs, revenue
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realized versus expectations, and unexpected roadbiocks and
how they are overcome.

Transit authorities are evolving to meet the many demands
that are placed on them. In addition to providing transit, they
are required by government mandate to help clean the air,
provide transportation to the disabled, help get people from
welfare to work, assure that transit operators are drug and al-
cohol-free, and to cost less. As they explore avenues to ac-
complish these formidable challenges, transit agencies need to
share with one another the revenue-producing ideas that work.
Both TRB and APTA can help by identifying and publishing
the best and most readily transferable ideas. The collaboration
of the two organizations on the transit research dissemination
project is already paying off for the industry, bringing useful
information to the people who want and need it.

Industry publications, such as APTA’s Passenger Trans-
port, might consider a regular column to highlight revenue-
generating ideas that have been newly researched and identified or
are being tested at various transit agencies. For example, an article
about the Metro-North Rail-call phones appeared in APTA’s pub-
lication. A column dedicated to transit ‘‘money-makers” could be-
come an exciting and useful feature for the industry.

Not much has been written about transit advertising, but it
is an area worth the time and effort for further exploration.
Transit authorities have a valuable asset that people are will-
ing to pay to use. The equipment and property are still avail-
able for its primary purpose of moving people safely, effi-
ciently, and affordably. The questions of control over content,
whether to attempt to sell the advertising in-house or contract
out, and how to get a fair price for permitting advertising are
issues with which the transit industry will continue to grapple.
There are no definitive answers outside the context of the
transit agency’s needs and experience.
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APPENDIX B

List of Responding Agencies

LIST OF RESPONDENTS
City and State Transit Agencies System Size Region
Largo. MD The Bus small Mid-Atlantic
Lansing, MI CATA small Midwest
Grand Rapids, Ml GRATA small Midwest
Birmingham, AL MAX small South
Las Vegas, NV RTC small West
Syracuse, NY CNYRTA small Northeast
Rockville, MD Ride-On small Mid-Atlantic
Rochester, NY RTA small Northeast
Dayton, OH MVRTA small Midwest
Orlando, FL LYNX small Southeast
Columbus, OH COTA small Midwest
San Carlos, CA SamTrans small West
Phoenix, AZ Public Transit Dept. small Southwest
Milwaukee, WI Milwaukee County Transit medium Midwest
Honolulu, HI Honolulu Public Transit medium West
Portland, OR Tri-Met medium Northwest
Oakland, CA BART medium West
Pittsburgh, PA PAT Transit medium Northeast
Denver, CO RTD medium Midwest
Dallas, TX DART large South
Houston, TX MTA Harris County large South
Philadelphia, PA SEPTA large Northeast
Washington, DC WMATA large Mid- Atlantic
Newark, NJ NJ Transit large Northeast
Chicago, IL CTA large Midwest
New York, NY NYC Transit Authority large Northeast
Kowloon, Hong Kong Kowloon Motor Bus Co. large International

Source: 1997 Survey of Transit Agencies

Information from the following agencies is referenced in the report, but not included in the statistics.

Seattle, WA
New York City, NY
Kowloon, Hong Kong

King County Department of Transportation/Metro
Metropolitan Transportation Authority
Kowloon-Canton Railway Corporation



APPENDIX C

Advertising Agencies Used by Respondents

Advent Advertising
Denver Transit Advertising
Eller Media
Gateway Outdoor Advertising
Obie Media Corporation
Outdoor Systems, Inc.

Park Outdoor and Transit
Patrick Media Group, Inc.
Philbin & Coine, Inc. (P&C Media)
The Knape Group
Transportation Displays, Inc. (TDI)
Washington Transit Advertising
Winston Network, Inc.
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THE TRANSPORTATION RESEARCH BOARD is a unit of the National Research
Council, a private, nonprofit institution that provides independent advice on scientific and
technical issues under a congressional charter. The Research Council is the principal
operating arm of the National Academy of Sciences and the National Academy of Engineering.

The mission of the Transportation Research Board is to promote innovation and progress
in transportation by stimulating and conducting research, facilitating the dissemination of
information, and encouraging the implementation of research findings. The Board’s varied
activities annually draw on approximately 4,000 engineers, scientists, and other transportation
researchers and practitioners from the public and private sectors and academia, all of whom
contribute their expertise in the public interest. The program is supported by state transportation
departments, federal agencies including the component administrations of the U.S.
Department of Transportation, and other organizations and individuals interested in the
development of transportation.

The National Academy of Sciences is a nonprofit, self-perpetuating society of distinguished
scholars engaged in scientific and engineering research, dedicated to the furtherance of
science and technology and to their use for the general welfare. Upon the authority of the
charter granted to it by the Congress in 1863, the Academy has a mandate that requires it to
advise the federal government on scientific and technical matters. Dr. Bruce Alberts is
president of the National Academy of Sciences.

The National Academy of Engineering was established in 1964, under the charter of the
National Academy of Sciences, as a parallel organization of outstanding engineers. It is
autonomous in its administration and in the selection of its members, sharing with the
National Academy of Sciences the responsibility for advising the federal government. The
National Academy of Engineering also sponsors engineering programs aimed at meeting
national needs, encouraging education and research, and recognizes the superior achievements of
engineers. Dr. William A Wulf is president of the National Academy of Engineering.

The Institute of Medicine was established in 1970 by the National Academy of Sciences
to secure the services of eminent members of appropriate professions in the examination of
policy matters pertaining to the health of the public. The Institute acts under the
responsibility given to the National Academy of Sciences, by its congressional charter to be
an adviser to the federal government and, upon its own initiative, to identify issues of
medical care, research, and education. Dr. Kenneth 1. Shine is president of the Institute of
Medicine.

The National Research Council was organized by the National Academy of Sciences in
1916 to associate the broad community of science and technology with the Academy’s
purposes of furthering knowledge and advising the federal government. Functioning in
accordance with general policies determined by the Academy, the Council has become the
principal’ operating agency of both the National Academy of Sciences and the National
Academy of Engineering in providing services to the government, the public, and the
scientific and engineering communities. The Council is administered jointly by both
Academies and the Institute of Medicine. Dr. Bruce Alberts and Dr. William A, Wulf are
chairman and vice chairman, respectively, of the National Research Council.






